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More and More —— 
HOT WATER... a 


Washing machines, electric dishwashers and 
multiple bathrooms in today’s homes are creat- 
ing a demand for bigger water heating and 
storage facilities. There’s a trade-in opportunity 


in replacing small heaters 


Apex WASH+A+ MATIC — the only auto- 
ee eee ee a 


gives you these 5 most-wanted features 


Vic é Wast ility — flexing, turning t bling 


clea y action gets clothes cleaner 


2 Least Hot Water—Uses less hot water than any other 


automatic washer—only 14 gallons for complete cycle 


3 Shortest Complete Cycle — Washes rinses 


damp-dries and fluffs the clothes in only 27'2 min 


Fabric Life — Gentle, but thorough flexing 
and flushing washing action prolongs fabric life 


ey, u ted, Tangle-Free Clothes—Fluffs the clothes at end 


of cycle, leaving them soft, tangle-free, easy to remove 


Plus the amazing SPIRAL TUB AGITATOR 
it's che world’s largest agitator and 
it provides the world’s finest wash 
ings! 761 square inches of washing 
surtace! 8 “washboard” spiral ribs. 











Apex Automatic Clothes Dryers—Gas 
and Electric Models that end clothesline 


drudgery with these superior features 


7100 > automatic operation 

2 Complete thermostatic control 

3 Lower safer operating temperatures 

4 Highest water evaporation 

. drying principle that draws the air through 


the clothes for more efficient moisture removal 


“Push-Button Sunshine” Control . Just a 
turn of the knob toon,” and a push of the 
button and the work is done. Clothes come 
a> out fluffy, clean, sweet-smell- 
s \ = ing ready to iron or 
Kd Mie) Put away. 
ae 


PNUigeliitohate 
Home 
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' Laundry 


Apex FOLD+A-MATIC Ironer—the only full- 
size ironer that folds away into compact, 


table-top cabinet for use in any room 


V execu ive Apex ‘Floating Roll’’—roll moves up to s 
for more uniform pressure and better, easier ironing 


2 Two open and usable ends for pressing hard-to-iron 
garments with “professional” touch 


Sw handy thermostats for exact temperature 
selection. 


Two controls —fingertip and knee 


Folds Away into white baked 
enamel cabinet, 18” wide, 25 
deep, 36° high. Handiest ironer 
for any room arrangement! 


APEX HOUR-SAVING APPLIANCES 


THE APEX ELECTRICAL MANUFACTURING CO. CLEVELAND 10, OHIO 
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The economy of frozen foods in quantity is a good sales tool for the Food Vault, Phoenix, Ariz. 
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An 85-cent door opener gives A & S Appliance Co., Los Angeles, 550 cleaner sales per month. 


TV Service Only : 


“We relieve dealers of TV servicing heada 


lroner Wizard 
Pete Long proves that ironing shirts 


Two Ways to Sell Space Heaters By Fronk A. Muth 
Daily classified ads work for Reynolds, Grand Rapids; Bishop’s, Muskegon, uses big promotions. 


Block by Block and Door to Door ........--.....-.- 
By concentrating on ten blocks at a time, Carl Holley keeps 16 salesmen busy in Chattanooga. 
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Demonstrations at the Appliance Mart, Billings, Mont., sometimes resemble a circus. 
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It's easy to sell lighting, says Thompson’s of Beaumont, Tex.—just show ‘em. 


New Ways to Sell Mixers 
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CLEANER ELECTRIC SHEET ROASTER OVEN . WATER HEATER ! 
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THREAT PERFORMERS 


For Year round Selling 
estinghouse 
KITCHEN UTILITIES 


As well-matched as they are well-known 


Home remodeling is again on the upswing. 

The Westinghouse Electric Water Heater, Dishwasher and 
Waste-Away® Food Waste Disposer have everything to score 
sales for you in this game. 

No matter what the kitchen modernizing signals call for, 
there’s a model or size to meet the situation. Take the Dish- 
washer. It comes in Under-Counter, Electric Sink or freestand- 
ing Cabinet Models. The many advantages of the exclusive, 
time-tested Roll-Out WASHWELL* make sales easy to win. 

The Waste-Away is the Dishwasher’s perfect teammate. 
The sale of one leads to the sale of the other. Its rugged 


as Look to WESTINGHOUSE for TV's Top Entertainment . . . Exclusive Telecasts of 
~) Outstanding COLLEGE FOOTBALL GAMES ... plus WESTINGHOUSE ‘STUDIO ONE” every week 


construction and foolproof operation win life-long boosters. 

And the appliance that keeps all kitchen or laundry teams 
running smoothly is the Westinghouse Water Heater. The 
liberal 10-Year Protection Policy is proof of its dependa- 
bility. There are Round and Table-Top Models for all ap- 
plications. And, now, with the exclusive new “Corox” 
Multi-Watt Element, stockkeeping or delivery is no problem 
in special wattage areas. 

Put these Westinghouse Appliances on your team. Get out 
in front of competition. *Trade Mark 


WESTINGHOUSE ELECTRIC CORPORATION - Electric Appliance Division, Mansfield, O. 














ELECTRIC GRIDDLE 
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4/507 has a promotion 
that sells freezers. 


Ask your distributor or 
write Gibson Refrigerator Gompany 
Greenville, Michigan. 


More than 6,000,000 home appliances proved in use 
throughout the world since 1877. 


























GIBSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


Copyright 1951, Gibson Refrigerator Co 
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The National Appliance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 


By ROBERT W. ARMSTRONG 


ASTERN dealers have already 

gotten at least a partial answer 
to the question that worried them 
all summer: When would sales begin 
to improve? 

Even before Labor Day, during 
the last couple of hot Avgust weeks, 
consumers began to engage in in- 
creased buying activity, creating a 
cautious optimism among retailers. 
In Boston a floor salesman said, “A 
month ago (July) we had a hard 
time getting people into our store 
even to look things over. Now they 
come in during the lunch hour and, 
believe it or not, about one person 
in ten buys.” 

Nearly all reporting merchants 
felt a quickening sales pulse in Au- 
gust, although none were so en- 
thusiastic as several distrib:tors, one 
of whom (from Washington) said, 
“This past month (August) has put 
an entirely different complexion on 
the appliance picture. Sales have 
doubled. White goods are going es- 
pecially well and TV sets are mov- 
ing better. Dealers have had a 
rough time and are still leery, but 
they have adjusted their inventories 
somewhat and are open to buy.” 

This renewed willingness of deal- 
ers to begin buying, however cau- 
tious, was noted by another distribu- 
tor in the same area who declared, 
“Business has picked up consider- 
ably. Dealers have liquidated their 
heavy inventories and are buying 
again, brt closer to the belt than 
before. By next month (October) 
TV should be going well. White 
goods have been going well, but 
small appliances are very slow.” 


Less Control, More Uplift. Deal- 
ers who reported sales gains were 
inclined to give most of whatever 


credit was due to the relaxation of 
Regulation W. One Perth Amboy, 
N. J., dealer, for example, said, “We 
had a little pickup during Angust 
and the new regulations helped quite 
a bit by bringing in people who 
couldn’t afford a down payment 
under the old terms.” Speaking of 
specific items, he reported TV sales 
up “a very little.” His TV inventory, 
still 50 percent higher than at the 
same time last year, has been cut 
down considerably from the ware- 
house mountains he owned earlier 
this year. His inventory of high- 
priced automatics is OK, despite the 
fact that his sales are about 25 per- 
cent below last year. Of refrigerators 
he said. “There has been no season 
like 1950, although our inventory is 
about the same. Everybody wants 
the high-priced, two-door boxes.” 
He tempers his reports of increased 
sales, however, with the statement 
that price cutting is worse than ever, 
so that increased sales do not mean 
increased profits. In explanation he 
says, “I used to have an average of 
six percent discounts and trade-ins. 
In August it was 15 percent. There 
goes my profit, although August 
sales were almost up to 1950.” 


Better in Boston. The most as- 
tonishing sales increase credited to 
Regulation W changes is reported 
by a Boston dealer who says, “The 
new regulations have helped greatly. 
Our TV sales tripled in August over 
July, Buyers warm up to the idea of 
getting in their down payment on 
new installations by trrning in older 
sets. Then, too, easier installment 
terms hit the purchaser very favor- 
ably.” 

Two other Boston outlets report 
similar, though smaller, upturns. 
“We are very much encouraged,” 
says one. The other declares, “Sales 
are now excellent . We note that 
price reductions, now so widely 
prevalent, attract popular interest 
under present living conditions. In 
our shop we look for a good fall 
trade.” 


Good Bye, Inventory. From all 
over the East come reports that in- 
ventories, while not vet down to 
normal, are steadily being reduced. 
One Philadelphia dealer, for ex- 
ample, reporting that Aucust sales 
were sensational, explains that a 
warehouse sale both ran up his sales 
totals and cleaned ont his inventory. 
“Our TV inventory is down where 
we want it.” he says, “and we are 
going to do our normal fall buving 
now.” Even automatic washers, 
which for him “had a very bad sum- 
mer,”’ improved saleswise during the 
latter part of August and he has no 
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inventory. Refrigerators also showed 
some sales improvement, although 
the month was 35 percent off from 
August of last year. Dryers, which 
are generally considered to be fast 
movers, were, according to him, in 
plentiful supply around Philadelphia 
during the summer, but have re- 
cently experienced a sales improve- 
ment. 


Ups and Downs Upstate. Two out 
of five dealers in the Buffalo, N. Y., 
area claim that inventories have been 
worked down to near-normal levels, 
but others emphatically state that 
inventories are still a severe head- 
ache. Four of the five found more 
improvement in TV sales than in 
white goods, including refrigeration 
and washers. One, in fact, says un- 
equivocally, “We have been doing 
very well on TV since the terms 
have changed. Our August television 
volume doubled that of July and the 
last week of the month was one of 
our best TV weeks to date.” He 
finds low-priced models with 16-inch 
and 17-inch screens the best sellers 
and a second merchant confirms the 
statement with the opinion that “sets 
selling below $250 are getting the 
best action.” 


The Lucky Ones. In the New 
York City area dealers weary of the 
long price and discount battle are 
looking for a better fall season. Sales 
during July and August out on Long 
Island were below expectations and 
big air conditioning and refrigera- 
tion sales never materialized. But 
housewives were beginning to look 
in windows again. Few sales, as vet, 
are being made with any real profit, 
but some dealers report that inven- 
tories are pared down to a manage- 
able basis and those few dealers 
whose stocks are clean have been 
able to take advantage of the still- 
prevalent discounts and deals offered 
by wholesalers and make a profit 
even while giving 25 percent off to 
the consumer, At least one metro- 
politan New York distributor has 
recognized the fact that his mer- 
chandise is being sold at less than 
list and has quietly passed the word 
that 20 percent off is the limit be 
yond which dealers may not go 
without endangering their franchises 


Hope for a Better Past. Despite 
the slight pickup in eastern sales in 
August and hopes for a good fall 
season, the first six months of the 
year were not as bad as the gloom 
merchants believe. From Philadel- 
phia, for example, the Electrical 
Association reports electric range 
sales for the first half up 35 percent 
over 1950, home freezer sales up 


50 percent, water heater sales up 
19 percent. Refrigerators and TV, 
two other items reported, were off 
16 percent and 32 percent, respec- 
tively. And from Boston an execu- 
tive of the New England Electric 
System reports that 30 outlets in 
eastern New England report the 
following percentage gains dollar- 
wise in the first seven months over 
1950: irons, 10 percent; cleaners, two 
percent; roasters, 20 percent; cas- 
seroles, 100 percent; blankets, 50 
percent; space heaters, 300 percent. 
These same stores sold 309 dryers 
as against 53 last year. 

Although local and inconclusive, 
these two reports indicate that some 
merchants have been selling some 
merchandise. Which may come as a 
surprise. 


The Midwest 


By TOM F. BLACKBURN 
YF EST UT ERMN Ces 


ASH-KELVINATOR refrig 
erators floated out of one open 
window like so many white icebergs. 
Frigidaire, whose warehouse is also 
in the Kansas City bottoms, had 
$400,000 worth of merchandise on 
hand. Most of it was in upper 
floors and was spared. About $60,- 
000 worth was dunked and unfor- 
tunately there was no flood insur- 
ance. In Kansas City, Kan., the 
water covered the tops of traffic 
lights and in the Wilson packing 
plant there was five feet of water 
over the motors on the fourth fioor 
This gives you an idea of the size 
of the Kansas-Missouri flood which 
inundated from 10,000 to 15.000 
houses all the way down the Kaw 
River to Kansas City, Mo., whose 
hilly location suffered little—only 
1,100 homes out of service in Kansas 
City Power & Light territory 
Last estimates from Kansas City 
were that 50.000 appliances had to 
(Continued on next page) 
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PALS DOUBLE-ACTION 
ELECTRIC KNIFE SHARPENER 
This is the only knife sharpener with double- 
action. Hollow-grinds both edges of the blade 
simultaneously—and to factory-new sharpness. 
Safe and simple—anyone can use it. . 
Sharpens knives of all <~— sizes and shapes 
including hollow-ground, flat edge, and serrated 
edge. Shockproof white plastic case, hand- 
somely trimmed with chrome-plated one-piece 
zinc trim at base. Long-wearing grinding wheels. 
Grinder housing and case non-breakable. No 
oiling needed anywhere. Stalls automatically 
without damage to motor if more than enough 
pressure is applied to knife blade while in grinder. 
Attractively packaged for display or for SS 
gift-giving. A quick profit- maker. , AC 
current only. Oster Electric Knife Sharpener, at 
$14.95 retail. 7 
POWERFULLY POPULAR, TOO: OSTERIZER § 
the original LIQUEFIER-BLENDER, chromium base, $44.95; 
enamel $39.95. OSTERETT € 2, PORTABLE MIXER, more 
power per pound than any other food mixer in the 
AIRJET DRYER for the fas- 
tidious customer, $19.95. OSTER STIMULAX,JR., = 


we rid, $16.95. OSTER 


the family massage instrument, $29.50. Forpro- 

fessional or heavy-duty the OSTER SCIENTIFIC Massage 
Modality, $42.50. (ati prices retail; prices subject to change without notice 
1 LINE OF HIGHEST QUALITY, the Oster electric housewares are 


backed by more thana quarter-ce ntury of experience. One year quar- 


antee on all products... with service at Oste r’s country-wide, author- 
ized Factory Service Stations. Underwriters’ Approval and backed 


th season by a bigger than ever campaign of national advertising 


John Oster Mfg. Co., 
Racine, Wis. 


\ UL 


~~ Electric Housewares in The Pattern of Modern Living 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 











be rehabilitated. Fortunately, due 
to the muck in the homes, and the 
fact that service had been cut off, 
few families had a chance to turn 
on juice and ruin their equipment 


Repair Crews Sent In. Crews 
from many manufacturers were sent 
to Kansas City and other river 
towns to set up a production line 
in rehabilitation. Dealers, distribu- 

I! as home owners had a 

to be done, Macy's and Sears 
reported big losses. Four or five 
big distributors each reported a 
total of at least $50,000 worth of 
damage, and unfortunately again 
few of them had flood insurance 

Superior Distributing (Crosley) 
immediately made a blanket offer 
of rehabilitation of ranges for $9.95 
per range. Their price was $29.95 
for a refrigerator. While the re 
frigerator motor may not have been 
affected, in most cases the insulation 
was Nash-Kelvinator offered its 
service free, according to R. J 
Samson of the Electric Association 
Admiral offered to replace televi 
sion at factory cost as not much can 
be done to work over a flooded 
television set. G-E Supply brought 
in motor people to assist in the 
industrial district. 

With Kansas City 80 to 90 per 
cent saturated with washers, and 
this sort of equipment nearly all in 
basements, everv home had a re- 
pair job on hand. Many distribu- 
tors and manufacturers went to- 
gether to supply new parts at one 
half the wholesale price. Maytag 
offered to work over a_ wringer 
machine for $9.50, an automatic for 
$18.75 Bendix brought in crews t 
take care of its automatics 

Warnings were immediately put 
on the air by radio and newspaper 
by the Electrical Association re 
questing peopl 
} 


ot to turn energy 
yn in machines that had gotten wet 

Only One Christmas in 1951. 
“Last year we had three Christ- 
mases,” declares Jim Earle. of the 
Woodlawn Music Co., Chicago 
“The Korean war. before the excise 
tax and our regular holiday. This 
year, we will have only one 
Christmas.” 

That is ahout the summing of the 
question, what has the modification 
of time payment terms done for the 
appliance business? Jason Hurley, 
a grizzled veteran in both the 
washer and television field. reports 
there was a sharp pickup hetween 
the 29th 


f Tuly and Angnust 16th 


75a week bovs who had 


o 
when the $ 
been “included out™ by high terms, 
again came hack in the market 
From the middle of Auenst things 
pl ived dead-dog hecause that is the 
dull. pre-l abhor Dav season anyway. 
Some of the specialty selling vet- 
erans were dismaved at the im- 
mediate use dealers made of this 
opportunity to take in the old trade- 
ins as a down pavment In their 
eagerness to get rid of their current 
stock thev accepted anything as a 
down payment. even an old fork 
brought in by a woman who <a‘d it 
was the only toaster that she owned. 
George Castner. president of the 
tion. uttered a warning against this 
American Home Laundry Associa- 


CONTINUED FROM PAGE 5 





practice as something that would 
bring on further restrictions, and 
several manufacturers echoed his 
sentiments. 

One washer manufacturer de 
clared that in September his firm 
produced only 45 percent of the 
volume it did last March. This 
operator declared that he was not 
surprised that modification of credit 
terms did not bring any sharp up- 
turn. The heavy over-buying of 
late last fall and early 1951 is still 
playing havoc with present sales, he 
said. It is a question when normal 
buying will pick up again, but dis- 
tributors say they expect things tc 
swing around normal in October or 
November 


Pressure on Production. Also 
this coming first quarter of 1952 is 
going to see appliance manufac 
turers hard pressed to produce. At 
present the appliance industry is 
putting only about 3 percent of its 
effort into war work. It is expected 
this will run to 17 percent in Decem 
ber and up to 23 percent next spring 
Materials such as tubing and sheet 
metal are going to be hard as the 
dickens to get next year. 

No manufacturer, after having 
urged the trade to stock up last fall 
when it looked like the Korean War 
was going to envelop the country, 
is willing to call attention to this 
likelihood of production shortages 
in the first quarter of 1952. “We 
are not going to goose that ghost 
igain,” said one 


New Appliance—Farm Dryer. 
This being a very wet year in the 
Middle West, there is a lot of in- 
terest on the part of farmers in a 
brand new piece of equipment, the 
farm drying unit. Forced air dry 
ing offers farmers a means of har 
vesting and conditioning corn with 
out danger of mold despite the 
weather. You can now buy a fan 
yperated by a 1 hp. motor which 
will dry 1,000 bushels of crib corn 
averaging 30 percent moisture down 
to safety in from two to six weeks 
Or you can get a more elaborate out- 
fit which includes an oil burner and 
do the job in three to four days, 
regardless of weather. Cost runs 
S¢ or 6¢ a bushel but it pays off 
at present prices 


(Continued on page 8) 
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“IT WASN’T BAD ENOUGH WE SAID IT 
TWO MONTHS AGO—YOU HAD TO MAKE 
A RECORDING OF IT.” 


OCTOBER, 1951—ELECTRICAL MERCHANDISING 





ANCHOR 
Boosters 


First in 


a 


Th nchor engineciing 


always a year ahead! 


2215 SOUTH ST. AVENUE 
HICAGO 23, ILLINOIS 
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SESSIONS TIMERS... 




















—that will help you sell 
more Cock radios 


Especially with Sessions-equipped clock radios, it pays to 


include the clock in your sales talk. That way, you have some- 


thing extra and something important to help drive home the 


sale. In clock radios, remember, it’s the clock idea that arouses 


the interest, and Sessions radio timers offer this unique com- 


bination of advantages: 


UNBEATABLE ACCURACY 
Sessions subsy nchronous motor runs at 
constant speed, stays in step with 
power frequency. Dependable switch 
mechanism operates unfailingly, year 
after year. 


ATTRAC YE STYLING 
Custom-styled Sessions Timers are 
available in many models, each artis- 
tically perfect for the cabinet. 


Cash in on these Sessions 


equipped clock radios. Ask 


KITTEN-QUIET 

No annoying buzz of high speed gears to 
disturb light sleepers. Sessions slow 
speed motors run kitten-quiet. 


LOWER PRICE 

Value for value, Sessions-equipped 
clock radios surpass anything else on 
the market. That's because Sessions 
Timers are more compact . . . need 
fewer moving parts . . . cost less. The 
savings are passed on to you to help 
your sales. 


features . . . handle Sessions- 


your distributor’s salesman for 


details. The Sessions Clock Company, Timer Division, Dept. 


LLLO. Forestville, Connecticut. 
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The South 


By AMASA B. WINDHAM 
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HE ease-up in credit regula- 

tions has helped somie—but not 
tou much. Southern dealers found 
that 15 percent down and 18 months 
to pay had brought in a few more 
customers, and they were exploiting 
the change in newspaper and radio 
advertising, right up to the hilt. As 
of the first of September, business 
in general was pretty good but quite 
naturally, somewhat below last 
year's war-inspired sales figures. 

Three areas in the South were 
hot saleswise. These were the 
upper South (Richmond and Char- 
lotte), the Florida peninsula, and 
the Houston-San Antonio section of 
Texas. Richmond dealers were 
selling right along with last year's 
efforts, while the Charlotte area 
enjoyed excellent business. Dealers 
in both of these cities reported that 
the ease-up in credit regulations had 
been a good spur to buying and that 
little or no seasonal decrease was in 
evidence. 

In Florida, a Bradenton dealer 
said he had experienced very little 
trouble with Regulation W_ and, 
indeed, that 75 percent of his sales 
were cash sales. His business was 
10 percent better than at a com- 
parable period of last year, Korea 
notwithstanding. In Tampa, Or- 
lando and Jacksonville, business was 
good, too, but in Miami there was a 
definite lag, which dealers laid to 
the hottest summer in years. 


Texas Trade Steady. Houston and 
San Antonio, as u-ual, continued a 
steady course in the sale of almost 
every type of appliance except tele- 
vision, which never has been great 
shakes in south Texas Business 
in these two cities was only slightly 
under that of last year 

Other southern areas — notably 
Rirmingham, Atlanta, Memphis, 
Louisville and New Orleans—were 
staging knock-down, drag-out com- 
petition for the consumer's dollar. 
The going was tough and sales not 
too easily come by, but few failures 
or close-ups were noted. The con- 
sensus in all these cities was that 
“business is pretty good but nothing 
like last year.” 

Home freezers again stood hich 
on the best seller list An old- 
timer in New Orleans declared that 
the buying trend was toward larger 
freezers, since many buyers were 
beginning to realize that eight-foot 
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freezers were not large enough to 
hold all they desired to stow away. 
He was corroborated by dealers in 
Birmingham and Memphis, who 
still can't seem to get enough 15 
and 18 foot boxes to sell. 

Washing machines were moving 
steadily everywhere. In the Caro 
linas, a top manufacturer was 
staging one of the largest promo 
tions ever put on in that area, 
through a tie-up with a super mar- 
ket chain, and first results reported 
unusually heavy buying. In Florida, 
the washing machine picture was 
brighter than in almost any other 
line. From Jacksonville to Key 
West and on the west coast of 
Florida, also, sales were very good 

Only in the southwest was there 
good news about electric range sales 
Elsewhere, ranges have slumped 
badly and sales of this item have 
decreased. in general, more than any 
other major appliance. 3ut Ar 
kansas, Louisiana and east Texas 
still showed a_ better-than-average 
sale of ranges, probably as a result 
of the intense campaigns staged in 
the early summer by utilities in that 
section. 

TV In Better Shape. In Atlanta 
and Rirmingham, television sales 
picked up considerably and indica- 
tions were that other cities would 
show similar increases with the com 
ing of the two-way cable. Swollen 
inventories were being depleted and 
prospects are that TV supply and 
demand should be normal again be 
fore the snow flies down this way- 
barring a sudden shortage. One 
company in Birmingham already 
was thumping the tub for color tele 
vision and was drawing good crowds 
to watch color demonstrations. The 
revised credit rulings probably 
helped the sale of television more 
than any other appliance, according 
to dealers’ reports. 

Space heaters were getting more 
attention from dealers, and sales in 
some areas were at a highly satisfac- 
tory clip. In two cities, Charlotte 
and Jacksonville, space heater sales 
were climbing steadily and dealers 
were counting up neat profits from 
the small boom. In contrast, there 
was a decrease in the sale of air 
conditioning and ventilation units 

In areas where competition was 
toughest, dealers were getting back 
to old-fashioned = selling, adding 
more salesmen when they were 
available, advertising more and pro 
moting harder. Led by such manu- 
facturers as Frigidaire and Hot 
point which staged = instruction 
schools over wide areas in the South 
last month, dealers kept up their 
snirits and their sales programs 
Thev also were getting first class 
help from the utilities, which con- 
tinned their summer promotions and 
planned others for fall. However, 
the problem of obtaining competent 
sales help was as acute as ever he- 
fore. or more so. Even long-estab- 
lished concerns with a reputation for 
paving top remtneration to sales- 
men were unable to find the men 
needed 


Shortages Are Minor. There was 
no report of shortages from any 
section. except in some sizes of 


(Continued on page 10) 
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Three separate units include shadow boxes to 
hold the housewife's individual arrangement of 
plants or decorations. 


FREE! Ask your jobber for this impressive, 
sales-getting display, free with your original 
order of 4 Sessions “Shadobox” Clock Sets. 
Includes realistic wall mounting, with fill-ins. 
Get it now! 


000 pECORATING OPPORTUN IT; ¢. 
et 


tee CED 


\e 


. C7 ° 
Sli. tied wnOT EVEN A pupa R! 
* Guoranteed by = 
Good Housekeeping 

8 sevens OES 
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“SHADOBOX” CLOCK SET 


Cash in on the sure-fire feminine “decoration” 
impulse with this personalized "“Shadobox” Clock Set 
Every woman likes to decorate her own kitchen and will have 
itchy fingers to take this clock set home and start arranging 
it to her own individual taste. 

The three units consist of two shadow boxes for wall at- 
tachment, suitable for holding small knickknacks or minature 
potted plants—the third is a fine Sessions electric kitchen wall 
clock in a matching case with recessed back for excess cord. 


SPECIAL NATIONAL ADVERTISING! 

Get your Sessions “Shadobox” Clock Set Display, set it up 
promptly to tie-in with the big, 4-color, full page SATURDAY 
EVENING POST and BETTER HOMES & GARDENS promotional 
advertisements appearing in November and December. You'll 
turn over this new clock set hand over fist! 

*Approximate Retail Price Subject to Federal Excise Tax 

THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 





Motor Repair Shop Owner 


Puts Complete Confidence in 


KLIXON Protectors 


NEW YORK CITY, N.Y.: Sol Chernoff, President of Motors 


& Armatures, Inc., speaks from many years experience when 


he praises the burnout protection KLIXON Protectors give. 


“We specialize in air conditioning and refrigeration motors, 
particularly rewinding hermetic stators. We know it to be a 
tact that Klixon’s always work. We have complete confidence 


that Klixon Protectors do the job they are supposed to.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 

motor by the motor manufacturer. In such equipment 

as refrigerators, oil burners, washing ma- 

— chines, etc., they keep motors working by 
Reset preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 

ice calls and minimized repairs and re- 

Automatic placements, it will pay you well to ask for 

Reset equipment with KLIXON Protectors. 


LIxo 


~~ ee cht 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp 
2510 FOREST ST., ATTLEBORO, MASS. 
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water heaters and home freezers, and 
these were not critical. In fact, few 
dealers interviewed believed that 
shortages would develop in any line 
he rest of the year. 

The weather obviously played an 
important part in creating the appli- 
ance picture this month. Texas has 
had its hottest summer in decades 
and dealers in Dallas and Fort 
Worth declared that sales were cut 
deeply all throughout August purely 
as a result of the heat. States along 
the Gulf Coast also suffered from 
blazing days with a resultant drop in 
sales. 


everybody is unani- 


Seems that 
mous in agreeing that October and 
November ought to bring an im 
provement in sales as well as dispo 


sitions and comfort 


The Far West 





i 


By CLOTILDE G. TAYLOR 


LGUST business is reported bet 
ter from all parts of the West. 
Only part of the upswing is credited 
to the relaxation of Reg. W, a move 
which was greeted with relief by all 
concerned. There was no sudden 
rush of credit business as a result 
f the announcement, but dealers 
report a gradual increase in stor: 
trafic among those who had been 
staying away because they were sure 
hey could not afford the down pay- 
ment—and in the long run it is ex- 
pected that a far larger proportion of 
sales will be closed 

General optimism on the part of 
dealers is based more on conviction 
that all factors point to a better fall 
business, rather than on any enthus 
iasm over the tepid in 
creases. West Coast telecasts of th« 
World Series, r example, are ex 
pected to do much for television 
sales. 

Emphasis in the Los Angeles area 
is on low priced merchandise—and 
recent cuts in price on the part of 
western T\ inufacturers seem de- 
signed to mect the demands of this 
market, rather than reflecting any 
lowering i 
which, for the most part, are up 


present 


anufacturing 


costs, 


msiderable price 
vision field and the 
firms specializing in this practice 
are undoubtedly doing a large busi- 


cutting int 
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nes;. Conservative dealers report 
that the public is price shopping in 
most fields. 


Local Reports. San Diego reports 
that the first half of August pro 
duced mere sales than any other 
two-week period since early this 
year and there was some prediction 
that August might top the record 
for 1951 to date. Credit is given t 
strong local promotions as well as 
term buying. Spokane, Wash. sales 
started upwards in June, although 
that month was still about 25 per 
cent below the figures for the same 
period a year ago. Refrigerators 
were up 34 percent over May, but 
still below normal years. Freezers 
were way up. Relaxation of credit 
restrictions was expected to show 
real results in September and Octo- 
ber and actual shortages in inven 
tory were predicted by this fall. A 
los Angeles jobber reports that, in 
pite of the lack of interest showr 

Market Weeks, field sales have 
been “better than expected”. House 
ware sales were reported almost up 
to those of last year. Seattle reports 
a definite increase in both appliance 
ind television buying. 

Little emphasis is being placed o1 
olor in television, either by the in 
dustry or by the public. Los Angeles 
1as some sample color TV sets— 
ind was expected to have sets for 
sale by September 1, but with no 
available color telecasts, the public 
is not expected to show much re- 
sponse. The AV promotion sched- 
uled by the Northern California 
Electrical Bureau for early summer 
and postponed by the “price war”, 
is now on the cards for early atten- 
tion. The whole TV service situa- 
tion is being reviewed by the in- 
dustry in this area in the endeavor 
to correct abuses. San Diego’s “TV 
Facts” booklet has had an advance 
booking of 15.000. Price to dealer 
is $3 per hundred 

Reports from Vancouver, B. C 
dealers indicate that there are ar 
excessive number of service calls 
required on newly delivered appli 
ances these days—running as hig} 
1s 20 percent on some lines. Recom 
mendation of the utility’s dealer 
service is that all appliances he 
tested in the store before delivery 
thus saving not only cost of service 
call, but in many cases customer 
good will. Dealer sales in this area 
have been following the pattern of 
the Coast, for the most part, with 
however, automatic washers, home 
freezers and dryers running a little 
better than last year. 


Legal Developments. As a result 
yf another fatality occurring when 
a small child hid in an abandoned 
refrigerator and _ suffocated, Cali- 
fornia has passed a law forbidding 
the storage of old ice boxes and 
similar equipment in places where 
they are accessible to children at 
play. Back yard and sidewalk stor 
age is out. Acknowledging the diffi 
culty of enforcing the act, authori- 
ties have indicated that it was in 
tended as a warning and as a means 
of penalizing the offender should an- 
other such accident ocenr. 

An ordinance forbiddine canvas 

(Continued on page 12) 
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GE OPENS A GOLD MINE 
NEW TY PROSPECTS! 


OVERPOWERS INTERFERENCE! OVERRIDES DISTANCE! 


Millions of new families can now enjoy that weak signal areas and city dead spots 

j television and don’t know it! Show’emand no longer need ruin good reception. The 

é PS eter em you can sell ’em with G-E Black-Daylite rich fringe market has hardly been 
vine mahogany. 17" Television. Show ’em G-E overpowers in- scratched. It’s a gold mine for G-E dealers. 


G-E rectangular black terference, overrides distance! Show ’em See your G-E television distributor today. 
tube. Non-marking 
swivel casters for easy General Electric Company, Receiver Division, Syracuse, New York 


BLALK-DAYUTE TELEVISION 


ing. Model 17C112, 
$329.95* 
G-E's Lowest , arr PE os”, PT FOR TRADING UP 








Priced TV — Genuine 
mahogany veneers! Big 
17" picture. Simplified 
tuning. Model 17T4, 
$279.95* 


Fast-Selling=> 
Table Model—17"G-E 
Rectangular black 
tube. Genuine mohog- 
any veneered cabinet. 
Model 1775, $299.95* 








*Includes Fed. Excise Tax. Installation & picture tube protection plan extra. 
Prices subject to change without notice, slightly higher West and South 


Gow Can free your confidence wm — 
Matched, swirl-figured, full-length doors add 


f charm—and sales appeal—to G-E’s finest 17" 
\ } console! Hand-rubbed, genuine mahogany ve- 
| aeers. Model 17C120 $415.00* 

4 bm eo oe oe ol 
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PRE-SELLING FOR YOU 


FAMILY CIRCLE AMERICAN HOME 
WOMAN'S DAY MODERN ROMANCES 
HOUSEHOLD HOLLAND'S 
PARENTS’ SUNSET 
CHRISTIAN SCIENCE MONITOR 


plus 21 State Farm Papers blanketing the rural market. 


Just as plain as 
White ison Black... 


ia a 
71 ae §< 


—_— 


is the best washer 
you can buyin America 
for the money 





A: 


In fact, there are nearly 2,000,000 women in America who will 
tell you that the Speed Queen és the best washer regardless of 
price. Because (1) their clothes always come out thoroughly 
clean, (2) they enjoy America’s fastest washday, (3) they use 
less hot water and soap, (4) they have no repair bill worries, 
(5) their Speed Queens give them many extra years of depend- 
able service. Yes, it will pay you to see your Speed Queen dealer 
before you buy a new washer. Or, write the Speed 

Queen Corporation, Ripon, Wis., for the booklet 

“How I Do a 7-Load Washing in One Hour” 


Specialists in Home Laundry Equapemant 


Since /908 


“QUEEN 


WASHERS © DRYERS © IRONERS 
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sing has been withdrawn by its 
author from the San Francisco 
Board of Supervisors. He plans to 
introduce it in modified form, per- 
mitting canvassing by firms which 
are city taxpayers, but banning ped- 
dlers from outside 


El Paso Survey. A customer sur- 
vey on electric ranges made by the 
local utility reveals that of those 
who now own electric ranges, 36 
percent bought theirs because it 
was clean, 22 percent because it kept 
the kitchen cool. After using, 84 
percent were especially pleased 
with its cleanliness and 62 percent 
with its coolness. Other advantages 
cited were: Fast, better results, 
economical, safe, accurate tempera- 
tures, no fumes. Most customers 
shopped about before buying. al- 
though 30 percent said they bought 
in the first store entered. Here are 
their reasons for picking the store 
52 percent—Carried the range 
wanted; 20 percent—Like the store; 
16 percent—Suggested by friends or 
relatives; 12 percent—Petter price; 
8 percent—Knew salesman; 4 per- 
cent—lLarger trade-in; 4 percent 
Had service department. In view 
of the 16 percent who bought at 
the suggestion of friends, here is 
an interesting item:—76 percent re 
port that the salesman who sold 
them the range has not called since 
the range was installed. Only ten 
percent of the salesmen had called 
back. Sixty-four percent of the own- 
ers say that friends have shown an 
interest in their ranges. Only 24 
percent of the owners also possessed 
electric water heaters—84 percent 
say that the salesman did not men- 
tion an electric water heater when 
the range was purchased. 

When a similar survey was con- 
ducted among non-users in the same 
territory it was found that. whereas 
most of them believe electric cook- 
ing to be cool, safe and clean, the 
majority do not believe that it is as 
fast as their present fuel and very 
few have any idea that it is econom- 
ical. Of the 32 percent who had ever 
cooked on an electric range, practi- 
cally all had had experience with 
prewar models only. Those who had 
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used an electric range manufactured 
during the last five years believed 
electric cookery to be the faster and 
more economical method of cooking 
Sixty-four percent of those ques- 
tioned had seen no advertising of 
electric ranges recently—none had 
received any direct mail advertising 
on the subject. Not one of those 
questioned had been shown an elec- 
tric range when they purchased 
their present equipment and none 
had been approached on the sub- 
ject of an electric range during the 
past five years. Sixty percent of 
them said that they had friends who 
had purchased electric ranges re 
cently. Ten percent were sufficiently 
intrigued by the questions to declare 
themselves as prospects for an elec- 
tric range—and twelve percent more 
were written down as “suspects.” 
Every one of these had bought a 
new refrigerator since the war, but 
none had been approached on the 
possibility of buying an_ electric 
range. The bulletin in which these 
figures appears concludes with a 
report of dealer sales from January 
through July, which, for this year, 
were 798 ranges and 565 water heat 
ers, as compared with 1026 ranges 
and 779 water heaters during 1950 


Good Omens. Surprisingly enough 
the building boom in California 
seems to be continuing—homes are 
going up at twice the rate reported 
from the rest of the nation. Mar- 
riage rates and birth records are 
both high. All these are encouraging 
signs of future appliance purchasing 
Nevada population figures are up 
and checking accounts in banks have 
increased by 6 percent, saving ac 
counts by 4 percent. Department of 
Commerce figures show that in spite 
of bad months, the record of home 
appliance and radio stores in the 
San Francisco area for the first five 
months of the year was up 21 per- 
cent—as measured against a 7 per- 
cent increase for such stores in the 
nation as a whole. California pay 
checks average $72.84 weekly for 
the state as a whole. $73.37 in the 
Bay area. Unemployment in this 
area is 47 percent less than in 1950 

End 














“THAT'S MRS. HEEMSTRA. HER HUSBAND BROUGHT HER OVER FROM HOLLAND.’ 
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KRES 


DEALERS HITTING 


JACKPOT! CASHING IN ON 
CHANGED CONDITIONS! 


One of seven dependable Kresky Oil 
Floor Furnaces, a complete line to 


meet any customer's heating needs 


Proncering Leadershif 
Scuce 1910 
* 


FLOOR & WALL 
FURNACES 


BASEMENT & 
UTILITY 
FURNACES 


SPACE HEATERS 


STORAGE & 
AUXILIARY 





WATER HEATERS 


* 


etting Your Share? 


Appliance dealers are making 
sales they never made before— 
in the basic home heating field! 


They don’t have to be plumbers, furnace men or 
heating engineers to make these sales. Yet Kresky 
Oil Floor Furnaces do a complete job of heating 
the entire house, operate on a choice of gravity 
or forced air circulation, and are usually sold and 
installed with automatic thermostatic controls! 
Sound complicated? ... well it isn’t! They're as 
compact and easy to install as an automatic wash- 
ing machine, and there are no major service head- 





Only 10% Down — Kresky Oil Floor Furnaces qualify under the most liberal Govern- 


ment credit terms. They are easier to sell because they are easier for your customers to buy. 
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aches to worry:about afterwards. They’re a natural 
unit to sell for any home appliance dealer with 
an average service department. 


There’s a solid market for floor furnaces amon 
the small home owners in your territory... an 
floor furnaces move fast when the sale of other 
major appliances usually slacks off. Appliance 
dealers all around the country are cashing in on 
Kresky Oil Floor Furnaces, for the big selling sea- 
son is now at its peak. If you act now there's still 
time to get in on some profitable sales that other- 
wise will pass right by your store! 


A K R E Ss KY! You can prove Kresky is America’s 


finest oil burner with your portable “live” demonstration kit. 
You can open the “heart” of the Kresky Oil Floor Furnace right 
in your display room—or your customer's own living room— 
and show how the patented Kresky Burner turns wasteful 
smoke and soot into useful extra heat. 


74 a How! Just attach the coupon below to your let- 


terhead for full information about Kresky sales opportunities. 
Limited number of territories open for qualified distributors. 


MAIL THIS COUPON TODAY 


KRESKY MFG. CO., INC. 
2nd and H Streets, Petaluma, California 


10-51-EM 
Send me complete facts and figures on Kresky Oil Floor Furnaces. Also the 
name of the nearest Kresky distributor 


NAME COMPANY 
ADDRESS. 











CITY. 











Electrical Appliances 
Promotionally Pr ced 


for Volume Sales 


Series +1001 
AUTOMATIC 
TOASTER 


Series +1002 
AUTOMATIC IRON 


Series #511 
Combination 
Sandwich and 
Waffle Maker 


® Your sales will be way out ahead when you carry 
the complete line of Nelson electrical appliances. 

New streamlined designs . . . priced to attract customers 
... and backed by Nelson’s famous guarantee. 


Toasters ... irons .. . waffle makers . . . combination 
sandwich and waffle makers . . . one and two burner 
stoves. 


- - Pe OT on pore oer eee: 
yet tes ieee ots - 2 = 

N MACHINE & MFG. 

_ Ashtabula, Ohio = 


A aig sey. oft 


Guaranteed Electrical Appliances for over 25 years 


ECONOMIC CURRENTS 


The Business Outlook: 
Generally Cheerful 


By the McGraw-Hill Dept. of Economics) 


NLY one thing new has been 
added to the generally cheerful 
business outlook outlined a month ago. 
And it is really not new at all. It is 
that the Russians are again stepping 
up their menacing gestures and tossing 
ef intimations that, instead of pursuing 
a “peace offensive”, they may be plan- 
ning to use the fall season for a majo 
military offensive. 

If such an offensive were launched 
there would, of course, cease to be 
anything properly designated as a busi 
ness outlook. All we would have is 
a military outlook. If, however, the 
fighting continues to be divided be 
tween the verbal arena and outlying 
battlefields (we think it will, but 
know absolutely nothing about the 
Russians’ real intentions) the prospect 
continues to be that (1) the general 
volume of business will continue at a 
high level well into 1952, (2) the 
economy will continue to work back 
toward a better balance than it has 
had recently and (3) the cost of living 
will not go up very much over the 
period in question 


PURE MOONSHINE 

Regardless of whether this expecta 
tion of a relatively stable cost of living 
in the months ahead is fulfilled, you 
may be sure that the government price 
controllers (who are telling you pre- 
isely how much the cost of living is 
soing up because Congress reduced 
some of their powers in renewing the 
Defense Production Act) are purvey- 
ing unadulterated moonshine. Econ- 
omists cannot be as precise about what 
happened /ast month as these charac 
ters would have you believe they can 
be about what is going to happen a 
vear into a most uncertain future. 

If the Russians soon hit a new high 
n the menacing gesture department 


me effect might be to push through 
prompt Congressional approval of an 
increase in the Air Force from 95 to 
somewhere in the neighborhood of 15( 
wings. But, any such expansion would 
affect the longer range business out 
look rather than that for the month: 
ahead. In expanding our Air Force 
we are already pressing right on the 
outside limits of possibility. So the 
authorization of more air wings woulc 
tend to mean a longer rather than 
bigger effort in that line. 

There is, of course, the other poss 
bility that the Russians will reverse 
the field again quickly and start plug 
ging the peace line harder than eve 
If they do, won’t we respond by drag 
ging our feet on the mobilization pro 
gram, and thus introduce a marked 
let-down in business? As we have 
previously indicated, we don’t think 
it will happen in any degree sufficier 
to slow up the pace of general eco 
nomic activity very much in the period 
immediately ahead. 

As matters stand there are two 
powerful elements of buoyancy in the 
economy, and a less powerful assort 
ment of drags on it. The drags are 
generally covered by the blanket tag 
of too much inventory, a relatively 
bland way of saying that a lot of sales 
forecasts were too optimistic. 

The buoyant elements are federa 
expenditures for defense mobilization, 
and industry’s program for investment 
in new plant and equipment which 
goes along with it. Material shortages 
(notably of structural steel) will slow 
up the new plant and equipment pro 
gram later this year and push it over 
into next year (a good thing) but not 
enough to change its status as a key 
contributor to the high level of busi 
ness activity which continues. 

(Continued on page 16) 




















“BILL IS THE BEST LOW-PRESSURE SALESMAN WE HAVE.” 
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* because Tide Gets Clothes Cleaner Than Any Soap 
in Every Type of Washing Machine Made! 





Proved By Laboratory Tests: Time after time Tide has been tested against 
all leading washing products in both automatic and conventional washers. And 
these tests all add up to the same result: Tide’s miracle action banishes 
soap film . . . gets clothes cleaner than any other washing product sold 
throughout America! 


No wonder Tide Is Used in More Washers 
Than Any Other Product Made! 


Proved By Sales Research: More women use Tide in both automatic and 
conventional washers than any other product on earth. They know by expe- 
rience when they rinse out a Tide wash, they get cleaner clothes than any soap 
on earth will give them. No wonder Tide outsells its nearest competitor by 3 to 1! 





So... for Top Performance in Washing Machines — 


and for More Satisfied Customers... 
REMEMBER! 


1, For best results when you're demonstrating a wash- 
ing machine, use Tide! 








2. For best results when you sell a washing machine, 
recommend the continual use of Tide! 


For further information, write to: 
TIDE HOME LAUNDERING BUREAU, 
BOX 32, CINCINNATI, OHIO 


pRroouct 


PROCTER & 
GAMBLE 


_..IT WORKS WONDERS IN WASHERS! 
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Winners are welcome in the electrical appliance 
business, too! We nominate the pace-setting 
Dominion “Brew-O-Matic” Coffee Maker and its 
running mate, the family favorite “Grid-O-Matic” 
Combination Waffler and Sandwich Grill, as two 
choice items for fall and holiday business builders. 


With the big coffee and snack season coming up, 
these two appliances lend themselves admirably 
to window and store displays and to other fall pro- 
motions. Put these two winners to work for you—now! 


A full line of table Mi ilabi 


PP ev 


through reputable distributors across the nation. 








DOMINION ELECTRIC 


CORPORATION, 





COMMER AvTOMATIC COFFEE MAKER 


——— 
The automatic feature of this coffee maker assures 
uniformly good results—every time. Set dial at 
strength desired. Jewel light glows when coffee is 
ready and continues its cheery glow while coffee 
is being kept hot. Enclosed element means longer. 
trouble-free service. Capacity—5 to 9 cups of 
GOOD coffee! Gleaming chromium finish—ebony 
black plastic handle and feet. Retails $16.95 
(slightly higher in west) 


GOMMIGN criD-0-maric 


“Nema swet 


Wonderful sales opportunities for this handiest of 
cooking appliances. Has 162 square inches of 
grilling surface. or, reversing the same grids, 
makes a huge watile to serve four people. Auto- 

ically intains the temperat you select! 
Chromium finish has enduring quality—lasting 
beauty. No extra set of grids to buy. Retails $26.95 
(slightly higher in west) 





MANSFIELD, OHIO 
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Economic Currents 


ome CONTINUED FROM 1 AGE 14 eee 


REGAINING BALANCE 


The wares for which production 
overshot the immediate market demand 
range all the way from some kinds of 
automobiles and television sets to hand 
towels. In varying proportions, the 
cumbersome inventories are piled up 
all along the line from the manufac- 
turer to the corner store. But, start- 
ing logically enough at the retail level, 
they are gradually being worked off. 
Moreover, all things are relative. As 
sales pick up, inventories will not seem 
so large. The present prospect is that 
by late fall most of the inventories 
will be through giving any great pain 
to their possessors. As this state of 
affairs emerges, the nation’s production 
machine will progressively regain a 
balance which it lost when industries 
such as those producing textiles and 
television sets slid into the doldrums 
while the capital goods industries con- 
tinued to enjoy a super-hoom. 

Helping speed the process of getting 


| rid of excessively large inventories is 


the increase in disposable income (i.e. 
income in the hands of consumers after 
taxes) which continues at an imposing 
rate. With wage increases making a 


| major contribution to the process, dis- 


posable income is expected to increase 
from an annual rate of about $220 
billion in the first half of 1951 to at 
least $230 billion by the second quarter 
of next year. 

If something happens to give the 
consuming public a special urge to 


| convert its increasing money income 
| into goods—something comparable to 
| the Chinese entry into the Korean war 


—what now look like the problems of 
excessive inventory can quickly turn 


| into problems of shortage. This is 
| true primarily in the field of consumer 
| durable goods where, in the months 
| ahead, the drafts on metals made by 


the mobilization program will increas 
ingly create shortages. 
In the case of food, which constitutes 


| the largest single part of the cost of 


living, large crops are expected to hold 
prices pretty well in check. And a 
large crop of raw material for cotton 
goods will tend to have the same effect. 
(Combined, the cost of food, clothing 
and shelter counts for about two-thirds 
of the cost of living, as officially cal- 
culated.) 


INFLATION SIMMERS 


So, if something does not happen to 
touch off another buving rush in the 
months ahead we should have an econ- 
omy which is working hack into a 
hetter and more comfortable halance 
of production while it continues, on the 
whole, to move ahead at a fast clip. 
And in the process it is likely that in- 
flation will, to use again a term we 
used last month, continue to simmer 
rather than boil. 

Tt is a reasonably safe het. of course, 
that if the economy attains that hal- 
ance toward which it now seems to be 
working, something will promptly 
happen to upset things again—such 


| as a decline of investment in industrial 


plant and equipment. End 
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THE MOST UNUSUAL 


2-PAGE AD THAT EVER 


APPEARED IN LIFE 


(this page and 
the next) 


we Te 


a 
. 
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SMEAR EXPERT! Duke Martin of Akron is one of hundreds of appliance salesmen around the country who have taken 


to smearing clean linens with all sorts of sticky and colorful commodities. Their purpose: to test an important principle cre- 


ated by manufacturer of automatic washers. They 


SKEPTICAL Mrs. Kemper hears of “Five-Minute Mir- 
acle” from friends. They persuade her to take Husband 
Bob's best shirt in for the trial on promise to buy a new 
one for her if washer fails. 


call their test “The Five-Minute Miracle”’. 


é 


WORRIED NOW because she hasn't told Bob, Mrs. 
Kemper meets Duke Martin in Akron store and they're 
ready for test. Horror shows on her face as Duke promptly 
douses shirt with lavish helping of ketchup! 


; =e! 
smear campaign. Mrs. Bob 
Kemper, Akron housewile, has worried moment 


“America’s Dirtiest Linens” 


Now Being Aired 
from Coast to Coast 


Last week 


across the nation were startled to see shirts, sheets, 


as for many weeks past shoppe rs in stores 


handkerchiefs and other clean linen subjected to a 
“smear test’ that would have delighted many a small 


boy... but brought only gray hairs to his mother. 


Daubed on with a free hand were such former ‘wash- 
day terrors” as ketchup, molasses, jelly, hair il, iodine 
and other hard-to-remove items. Then each store's 
“smear expert” worked what he referred to as “A FIVE- 
MINUTE MIRACLE”. Taking care to keep the offend- 
ing fabrics at arm’s length, he tossed the load into a 
Bendix automatic Washer while onlookers waited with 


tongue-in-cheek expectancy. 


The spectators, it soon proved, were in for a big sur- 
prise. In a few moments, the Bendix was re-opened and 
the linens came out as white and spotlessly clean as 
they had been in their original form. One skeptical 
housewife, however, insisted on trving it with her own 
soap—and her hubby’s best shirt! See adjoining picture- 


story for what happened. 





WITH SHIRT A GAUDY SMEAR, Duke drops it into 
a Bendix Economat. “Any good automatic might get those 
spots out,” he said. “The problem is to keep dirty water 
from draining back! Bendix exclusive design solves that!” 


CONTINUED ON NEXT PAGE 








dee LULL 


TO EASE HER SUSPENSE while they waited, Duke shows Mrs. Kemper the 
Bendix Gyramatic Washer and automatic Dryer All Bendix Washers follow an 


exclusive washing and rinsing principle ! | They foree dirty wash water 
y from the clothes 1 can’t beat a Bendix ny Bendis when 
vant a really clean was! 


7 


Then why buy a washer that does? 


Wondertub. Itactually moves — works with 
the agitator to get clothes cleaner and 
keep them cleaner. Forces dirty water up 
and awav from the clothes. out the top 
drain—down and away from the clothes, THE FATAL MOMENT ARRIVES, and Bob's shirt comes out of the Econ- 
ean and bright as tue day he bought it! “That's the most wonderful washer 


* said Duke. 


ut the bottom drain! on 
fedav. the Bendix | nomat is the I’ve ever seen,” exclaimed Mrs Kemper ‘Glad you like it, 
! 


fastest-selling, lowest-priced automati 
washer in the world. It gives vou fully 
automatic washing for about $60 less than 
the average automatic washer price. Join 
the millions of owners who now enjoy work- 
free washdays and dazzling. cleaner wash- 
ing with a Bendix. Have your Bendix 
dealer demonstrate it before another 


washday. 
@ DIRTY WATER GOES OUT THE TOP 
@ DIRTY WATER GOES OUT THE 
BOTTOM 


@ DIRTY WATER DOESN'T DRAIN 
BACK THROUGH THE CLOTHES 





co ai a9. 
“THIS IS THE WHITEST you've ever been able to get my shirts,’ said Bob, 
that night. “What's your new magic?” “Not magic, darling, but logic,” said 
.and you're going with me to- 





Bendix Washer prices start at $189.95 ME ft cs 
suggested Retail Price) , Mary. “It’s a whole new principle of washing 
morrow to see it proved by a perfectly wonderful test.” 





(Note to skeptics: See this amazing test yourself al your Bendix dealer.) 


BENDIX HOME APPLIANCES, Division Avco Manufacturing Corp., South Bend, Indiana 








THIS 2-PAGE AD IN LIFE LEADS OFF 








BENDIX Big Fall 
Advertising Drive 


Dramatic traffic stopper promotes the most powerful 


sales-making program in the appliance field 


You are provided with every item for staging the most startling and convincing dem- 


onstration ever put on in any store—that ever sparked the sales of any appliance. 


ee ‘204 


OEALER'S Name 


And these great National Magazines 
carry the Bendix story month after month... 


190 MILLION IMPRESSIONS 


You can depend on these famous publications to reach 
the eyes of these millions of homemakers. 


You can depend on Bendix to reach their hearts 
and pocketbooks. 


This Fall Bendix ads appear in— 


LIFE Good Housekeeping Modern Romances 
Better Homes & Gardens Saturday Evening Post True Story 
Parents’ Magazine McCall’s 


BENDIX 5 -MWU7E Miracle” 
MERCHANDISING PROGRAM 


Everything you need to make your own Fall program 





a spectacular success 


See the smash BENDIX TV Show 
“CHANCE OF A LIFETIME’ 


with John Reed King 


Consult your local ABC-TV Station for day and time. 


<3 Better llomes MRS 


, = and bande 








The best-kno 





appliances in the 











New Bendix Economat—First low-priced fully 
iucomatic washer. Features exclusive Rins-Saver, 
that saves up to 56 gallons of water each washday 
ind miracle agitator with top and bottom draining 
Washes, rinses, drains, vacuum-drys automatically 


Wondertub bears written 5-year guarantee 














New Bendix Gyramatic— World’s greatest 
washer, regardless of price. Features exclusive 
Water Rationer and Water Warden for un- 
matched hot water and soap 
savings Dyna-Surge wash- 
ing, triple rinsing, damp-dry- 

No bolting down 


nO lM € 
— ——_~4_S BR 





AA 
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New Bendix Dialamatic—Lowest-priced work- 
free washer in the world. Washes automatically, 
or rinses automatically, drains and vacuum-drys 
automatically. No wringer, no spinner, no vibra- 
tion, no bolting down, no special plumbing. Fea- 
tures the miracle agitator and the flexible Wonder- 
tub, with 5-year written guarantee. 








wn automatic laundry 
world- 











New Bendix De Luxe—De [Luxe tumble-action 

washing at a budget conscious price. Features 

Dyna-Surge washing, triple-rinsing, damp-drying 
drains itself, cleans itself, shuts itsel: 
off. All the soap and water saving 


economie of the Gvra t1 for S5U 























New Bendix Automatic Dryer—Newest “must” 
in work-saving home appliances. Features the ex- 
clusive Pow-R-Vent system that gets rid of heat, 
lint, and moisture. Keeps room temperatures com- 
fortable. America’s only air conditioned dryer. 


PUT YOUR MONEY ON BENDIX=70 WIN! 


See your nearest distributor or write us for his name— 
BENDIX HOME APPLIANCES, Division Avco Manufacturing Corp., South Bend, Indiana 








Shine up to this for easy suing... 


~ HOOVER 


EFLECTRIC FLOOR POLISHER 


Floors gleam... slick, quick, with the 
HOOVER ELECTRIC FLOOR POLISHER. 
Lightweight, easy to use... will not 
bounce or wander. Built low to get 
under furniture; exclusive built-in head- 
light; non-marring furniture guard; two- 
way brush-saving storage. Complete 
with wax-applying brushes, polishing 
brushes, buffing pads, $74.95. 
Steel wool and lamb’s wool pads 
available at slight extra cost. 


~) 


=) 
All the features women want most are = 
in THE NEW HOOVER IRON. Large easy- Tn 
to-see, easy-to-set Pancake Dial gives positive, 3) 


accurate heat control. Hand-shaped Koolzone “Sy, 


handle eliminates gripping, lessens fatigue. Fast 
all-over heat of aluminum sole plate does the ironing 


Today’s home cleaning standards call 
for brightly gleaming wood surfaces, 
and the HOOVER ELECTRIC FLOOR 
POLISHER has the answer with the 
quick, easy waxing and polishing your 
customers want. 

Special Hoover-designed construction 
features of the Hoover Floor Polisher 
make it the surest, easiest method of get- 
ting wood, linoleum or tile floors spar- 
kling in minutes. 

Strong, consistent advertising and mer- 
chandising combine to build still greater 
demand for this new product with the 
famous Hoover name. You will find that 
many of your customers already know 


and want the Hoover Floor Polisher. 

Like the world-famous Hoover Clean- 
ers—the Hoover Floor Polisher, Hoover 
Iron and Hoover Dustette deliver the 
speed, ease of use, efficiency and long- 
term durability that are important sell- 
ing factors in these times of buying now 
for the years ahead. 

Ask your distributor about these new 
products today. The Hoover Floor Pol- 
isher, the Hoover Iron and the Hoover 
Dustette are sold only through distribu- 
tors. For nearest outlet, phone your local 
Hoover Company office or write... 

THE HOOVER COMPANY 
NORTH CANTON, OHIO 


Youll be Happier 
with a 
Hoover 





faster, better. Two weights, 344 Ibs. and 4% Ibs. $13.95 
including excise tax. 


y AV, 
7 > ey 


A hundred jobs in half the time with THE HOOVER 
DUSTETTE. Everybody with stairs, upholstered furni- 
ture, draperies, automobile needs this lightweight hand 
vacuum cleaner for hard-to-clean places. Easy-grip 
handle, lint brush in nozzle. $26.95 
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“a Nobody else but 
> Westinghouse 


Brings NCAA FOOTBALL 
to the TV-Buying Public! 


40 Top College Teams — 
25 Top Games 


7 Outstanding Games in each market 
on the NBC-TV Interconnected Network 


Millions of avid football fans are viewing 

these Westinghouse-sponsored games each 
Saturday afternoon. Millions of TV prospects are 
seeing powerful selling-demonstrations of 


Westinghouse Television superiority. 


TV’s top dramatic show, 
WESTINGHOUSE STUDIO ONE, 
also creates Westing- 
house prospects in your 
market each and every 
week ! 


ole mod -W i :) 10) 4 ee A 


| ROOD Sr te a 
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Nobody else but al 
Westinghouse wea 


| Gives Dealers These Terrific W 
Sales Advantages: 


ELECTRONIC CLARIFIER. 


SINGLE DIAL TUNING. 


SEE COLOR... ENJOY UHF. 





The LINFIELD. Full-sized console, 
mahogany finish, of smart modern 
design. Clear, sharp 17" picture. 
Model 664K17. 





The WESTON. Handsome black 
plastic table model with 16" picture. 
Contains every advanced 
Westinghouse feature, yet has 
terrific low-price advantage. 

Model 665T16. 


ighouse 
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ow To TUrN ON 
a Sale.. 


Just turn on a KitchenAid Food Preparer and watch how 
“round the bowl’ mixing practically sells itself. A “live” 
demonstration immediately lets customers see for 
themselves why KitchenAid is so superior... 

why it assures far more thorough mixing, 

whipping and blending . . . why they’ll get 

uniformly excellent results. 


The single beater traveling around inside 
surfaces of the stationary bowl . . . rotating as 
it travels .. . immediately marks KitchenAid 
as different from all other food mixers. 

With KitchenAid, you’re selling on tangible, 
visible advantages. 


Then, too, they can see the handy, “up front” 
mixing guide, the Pyrex brand bowl, the wide variety 
of useful attachments. And, while they can’t see it, 
you can prove the “plus power” by showing 
them how KitchenAid will operate all attachments 
without need for expensive power boosters. 


To turn on your sales... turn on KitchenAid for 
more profit per sale. KitchenAid Electric Housewares 
Division of The Hobart Manufacturing Co., Troy, Ohio. 


Another Sales-Making Demonstra- 
tion ... the KitchenAid Electric Coffee 
Mill. Just show them how they can get 
truly fresh, flavor-filled coffee at the 
touch of a switch. Grind whole bean 
coffee and let them sniff that taste- 
appealing, fresh aroma. You’ve made 
a sale. 


itchenAid 


he Finest Made... by 


World's Largest Manufacturer of Food and Kitchen Machines 
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The church that pays its way! 


This is the Church of the Brethren, Prairie farm activity, homemaking, and business on the 


City, Iowa. In 1944, its 86 members borrowed nation’s best farms is SuccESSFUL FARMING... with 


. arly a ha > TVice. 
money to buy a 96 acre farm to make their ™ arly a half century of service 


A. SUCCESSFUL FARMING families are the nation’s 
church self-sustaining. : p 
sft 1 ‘ _ best farmers...have the best soil, top investment 
j nanage y a committee oO . “yas . . 
The farm is managed by a committee of jy buildings, machinery, equipment, and herd 
three, worked by church members who also ... produce the largest crops, get the highest cash 
contribute seed, livestock and fertilizer. returns. The million SF farm subscribers in the 
In seven years, the parishioners managed fifteen Heart states alone have incomes easily 50° 


fo pay off most of the mortgage, buy a house above the US farm average. 


Ss 








if 


for their full-time minister, and contribute : 
Opportunity for service and for sales to the 


SUCCESSFUL FARMING audience is augmented by 
; . : the current drive for greater agricultural output 

Today's best farmers back their faith with ' ne § § I 

. ; ...the world demand for farm products...the hig 
works...shape their surroundings to fit the needs level of j ' . I — high 
. : evel of income and expe ure... making > SF 
of the spirit, as well as mold material success. he . pendait sis making the SF 
. : . - famulie e best class m: > > US! 
Farming is a better way of life...and a way of ies the best class market in the t 


to charities. 


living better. The community church, Your adver tising in general media doesn’t reach 
education, the 4H clubs, farm societies, most of today’s best farmers needs Suces SSFUL 
social group activities, are as integral F ARMING to open doors and minds. You’re not 
to agriculture as crop research, soil getting maximum appliance sales, if you overlook 
this major market and medium. For data and 


conservation, new plant varieties, wider : clan 
detail on both, call the nearest SF office. 


mechanization . .. rank in interest and 

importance with better farm homes, MeReEDITH PUBLISHING CoMPANY, Des Moines. 

higher living standards. Offices: New York, Chicago, Cleveland, Detroit, 
The manual and guide to modern Atlanta, San Francisco, Los Angeles. 
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the quality... 


There is no finer electric blanket! 
Lectricover has many great extras be- 
cause it’s made by the world’s largest 
manufacturer of electric blankets! 


...MORE VALUE! 


business to make 


money.. 


the retail price... 


Lectricover sells for $5 to $10 below 
any comparable full size electric 
blanket on the market! It’s America’s 
Greatest Electric Blanket Value! 


..- MORE VOLUME! 


get the facts about Lectricover 


OCTOBER, 1951—ELECTRICAL MERCHANDISING 





the ONE electric blanket that offers... 


for your customers 


margin for you 





e 5 YEAR GUARANTEE 

on external warming control 
@ Unique Patented Thermostats 

Hermetically sealed and double anchored. 
@ Really Automatic Control 
th . f i dca yet sturdy. Set it and forget it 

@ Perfected Warming Element 
e margin for you... ed Warming Element 
: “e @ Full washability and mothproofin: 
Lectricover is the real money maker — rey fe + 
in electric blankets because there's a © Prize-winning Presentation Pobens 
bigger spread for you! Just compare és by Bens Pie gift = 
e@ And of course approv: 

the figures and see! Not just safe bet fool onal when used as directed 


..» MORE PROFIT! . Plenty of sales helps in a hard hitting sales 


plus * promotion and advertising program! 











Ask your distributor — or write Lectricovers, Inc., 330 Fifth Ave., New York 1, N. Y. 
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NOW! =} IRONS IN ‘| 





STAINLESS 


e 8 al 4 i ty 
C weW TRAVEL CASE 
COMBINATION 


: one 1RON NOW poes THE work oF 3 


Handy for Storage, Vacation Trips, Back to School 


Here’s new sales magic for your fall and winter selling! The most ver- 
satile iron ever offered. Now...10 ways better—and twice as useful! 
The amazing new Steam-O-Matic does more than all other irons claim. 
It’s easy to fill with ordinary tap water...when filled, it’s the lightest 
steam iron made. For more prospects, more sales, more profit...sell 
the steam iron that’s out in front...with the features more housewives 
want: The new STEAM-O-MATIC, the housewives’ perfect gift! 


Be ready for the fall and winter rush. Order your 419° 
Zrsrae and 


Comesil 
$ y] 99s" 


CAT. NO. 
es R5O0BK 


FAL 


Lightweight Steam-O-Matic is first again with a new Traveling Case 
Combination. This handy case is perfect for storage and trips. Hand- 
somely finished simulated alligator, lined. Includes lock, key and fire- 
proof Fiberglas insert. 


Steam-O-Matic Travel Case Combinations today. Tie 
your profits to Rival’s big fall promotion. 


Over 37,000,000 customers will see Rival Steam-O- 
Matic in LADIES’ HOME JOURNAL, GOOD HOUSE- 
KEEPING, BETTER HOMES AND GARDENS, PARENTS’ 
MAGAZINE, etc. 


*™ 


* 


tincludes Federal Excise Tox tPrices subject to change without notice 


a 


EXCLUSIVE 
VISUAL FILLING 


New 
STEAM-0-MAGIC 
Circle 


USE ORDINARY 
TAP WATER 


STAINLESS STEEL 
STEAM CHAMBER 


“No-Bunching”’ 
BEVEL BACK 








LIGHTEST 
STEAM IRON 
When Filled 








NEW 
“BUTTONEER’* TOE 


RIVAL MANUFACTURING COMPANY, Kansas City 


NEW 
IRONING COMFORT 


Missouri - 
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6 
q A ¢: OF TOASTMASTER WATER HEATER OWNERE SAY’ 


‘No Soniee Required 


In a recent nationwide survey of ‘Toastmaster’ Water 
Heater owners, this question was asked: ‘‘Has your ‘Toast- 
master’ Water Heater required servicing since it was in- 
stalled?’’ Of all those who replied, 97% said: “‘No service 
of any kind has been required.” 

Think what that means to you as a retailer! Here's full 
income per sale. No service complaints, no non-billable, 
warranty-period labor charges that eat away original profit. 
No loss of store reputation that robs you of hard-earned 
customer good will. 

Yes, you sell the ‘“Toastmaster’’ Electric Water Heater and 
it stays sold. And what, when all is said and done, is quite 
so important? 





Built by the makers of the famous 


*Toastmaster’’* Toaster 


TOASTMASTER 





Features that sell! 


TOASTMASTER Scores Kyiout,” “Lire-Bevt,” and “Ionopic” are 
trademarks of McGraw Electric Company, makers of ‘‘Toastmaster” Toasters, 
“Toastmaster’’ Electric Water Heaters, and other ‘Toastmaster’ Products. 
Copr. 1951, Clark Division, McGraw Electric Company, Chicago, Ill. 


FIVE } FIVE I SEVEN 

STANDARD — DE LUXE . COMMANDER 

MODELS +e MODELS - MODELS 

30-, $0-, 67-, | f=. «= 40-gal. table al 30-, and 40-gel. 
= 82-,and120- | || Fg top, 40-, 50-, table top, 30-, 
a | gal. capaci- A) | | 67-, and 82- 40-, 50-, 67-, 
G | tes. *_| gal. capaci- . and 82-gel. ca- 

pacities. 


glare! 
a Write toy! 


R. V. Paimquist, Sales Manag 

McGraw Electric Company, Clark Division 

5201 W. 65th St., Chicago 38, Ill. 

Please send me full details on the profitable ‘Toastmaster’ and ‘Scotch Knight” 
Water Heater dealership. 


Name. 


® 
* 
* 
& 
e 
* 
a 
* 
% 











Business 

Address 

City Zone. State. 
@eeeececesveeseeseeaneeseeeeeeeeeeeeeeees 








Also available . . . the new line of ‘Scotch Knight”* Automatic GAS Water Heaters! 
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Selling Advantages...Ceiling or Wall Fan 


Compact construction. 
Chrome grille; motor and 
blade easily removed for 


cleaning. 





SXF-37—3-speed controller 
permits choice of speeds for 


most efficient operation. 


> Motor, totally enclosed, rubber- 


mounted, 4 pole, shaded pole in- 
duction, with bronze composition 
self-lubricating bearings, large oil 
reservoirs. 


Frame, cast aluminum for stronger, 
vibration free, more quiet opera- 
tion. 


Two shutter vanes, one in cast 
frame, one in cast weatherhood— 
for double weather protection. 


Grille, chrome-plated. No tool re- 
quired for removal. 


Blade, designed on principle of cen- 
trifugal blade for maintaining high 
static pressure, engineered for max- 
imum silence of operation. 


Sd as en 


> 


> 


Can be installed in side wall or 
ceiling. Overall depth only 3% 


inches. 


Simple installation. Aluminum 
frame fits between 16” center joists 
or studs, accommodates standard 
34%4"x10" furnace duct. 


Three-speed flush type controller 
with chrome switch plate available 
to give more versatile operation. 


Fan packed complete with cast alu- 
minum wall cap. 


Specifications subject to material 
regulations. 


SIGNAL ELECTRIC MFG. co. UIWwt . MENOMINEE, MICHIGAN 


OCTOBER, 


T951—ELECTRICAL MERCHANDISING 





YOU CAN TELL IT... 


SEE Ft... 


.PROFIT! 


Raytheon 
Its Futurized! 


for 3-way television performance 


NEWS! UHF Tuner! 


READY NOw ... the finest, simplest, most accurate UHF 
tuner ever. Can be attached to any Raytheon set built 
since January 1950 with the same knob for UHF and 
VHF .. . no radio-size gadgets or outside-cabinet gim- 
micks needed (fits into present cabinet without changes) 

. .covers entire UHF band, not just two or three chan- 
nels (no re-working needed when new UHF stations 
start, just dial them). Any Raytheon can be ordered 
with or without this remarkable new UHF tuner .. . 
and the tuner is available for any Raytheon set with 
the continuous tuner. Raytheon TV ... it’s futurized! 


The 
STARLIGHT 


Model RC-1720 — 


17” rectangular TV, 
AM radio, all-speed 
phonograph. 


All ® models ilable with UHF 
contiaveus tuner at slight additional cost. 








BP ALL PRESENT TV CHANNELS 


BP ALL NEW UHF CHANNELS 
BP ox For COLOR TV 


NEWS! Color TV! 


READY SOON .. . a color companion unit that can be 
attached to any Raytheon TV set advertised as “OK for 
Color.” Will receive full color pictures from the cur- 
rently approved system. For further information, con- 
tact your Raytheon distributor. Find out more about 
Raytheon’s color converter and Raytheon TV .. . the 
set that’s futurized! 


NEW! Advertising and 
Merchandising Campaign! 


ON NOW ... every Sunday afternoon over the full NBC 
radio network, John Cameron Swayze highlighting the 
news for Raytheon TV .. . telling the story of Raytheon 
to the huge non-TV-owning public. To break soon... 
a huge magazine advertising campaign selling Ray- 
theon TV ... the set that’s futurized . . . in big national 
magazines, Lire, Post, Tumz, Goop HouseKEEPING and 
others. Pius plenty of unusual selling and merchandis- 
ing aids for dealers. Yours with Raytheon TV . 
futurized! 








BELMONT RADIO CORPORATION 
5921 W. Dickens Ave., Chicoge 39, i. 
y of Rayth M @ Company 


Subcidi 





You’re set for the future with the set that’s futurized 
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Ads in Country Gentleman 
Help You Sell More Appliances! 


When a@ manufacturer puts an ad in Country Gentleman, 
it's the strongest kind of help to you in selling your best 
rural customers! This has been proved in a nationwide 
survey of men and women heads of Country Gentleman 
homes. Not only do they read Country Gentleman more, 
use it more, like it more than the other big farm maga- 
zines—but they also... . 


READ THE ADVERTISING in Country 


Gentleman ... in 96.2% of homes. 





GET BUYING IDEAS trom the adver- 


tising in 3 out of 4 homes. 





RECALL DEFINITE BUYING IDEAS 


in over 3 out of 4 of these homes. 





... That's why dealers like you give 
Country Gentleman a lead of nearly 2 to 1 


when voting for the farm magazine that helps most fo sell local customers 


That’s why Country Gentleman also rates first with adver- 
tisers. They invest more advertising dollars in Country 


74 Gentleman than in any other farm magazine. 
eR PO A i 
J, Ountry THE MAGAzing 


TO MOVE PEOPLE SJentlem ccrne"Ot 
TO MOVE GOODS faxo an SETTER UVM 
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Years ahead...to put you dollars ahead 
The New Deepfreeze Home Freezers 


SIX MODELS IN FOUR SIZES 
WITH LARGER CAPACITY AT LOWER COST! 


Just in time for the harvest season, so you can “harvest” extra sales and 
profits, come the finest, most beautiful Deepfreeze Home Freezers ever 
built! Six brand new models in four popular sizes: De Luxe models are 
made in 7, 13, 17, and 23 cu. ft. sizes, and popularly priced standard 
models are made in 7 and 13 cu. ft. sizes. 


Each of the new Deepfreeze Home Freezers offers greater storage space 
at lower cost per cubic foot. Each of them has new convenience features 
that women want and that help you sell. And each of them has superior- 
ities in cabinet construction and freezing unit design for extra-long, 
trouble-free life. 


Deepfreeze engineers have a long and enviable record in building 
quality Home Freezers. They pioneered the Home Freezer Industry years 
ago, and they have kept Deepfreeze Home Freezers at the top of the field 
ever since. To you this means customer good will—customer recom- 
mendations—and increasing sales of other appliances for the home. 


You will also benefit greatly from the tremendous full-page, full-color 
Deepfreeze national advertising campaign now running in the top con- 
sumer magazines. Now, more than ever before, Deepfreeze means dol- 
lars to profit-minded dealers! If you don’t already have a Deepfreeze 
dealership, see your Deepfreeze distributor or write us! 


THERE'S ONLY ONE GENUINE 


Deepfreeze Home Freezer 


TRADE MARK REG. U. S. PAT. OFF, 


©1951 Deepfreeze Appliance Division, Motor Products Corporation. Specifications subject to change without notice. 
FARM AND HOME FREEZERS * REFRIGERATORS © ELECTRIC RANGES © ELECTRIC WATER HEATERS 


All products of Deepfreeze, North Chicago, Ulinois 


1951 


NEW! THE “MENU-MAKER” 


Four one-pint aluminum containers— 
red, blue, green, and gold—hold entire 
pre-cooked meal or left-overs. Freeze, 
heat, and serve in the same beautiful 
containers. Exclusive with Deepfreeze. 


NEW! “SILENT SIGNAL” 


White light shows when power is on. 
Red light ove if inside temperature 
gets too high for safety. This Deepfreeze 
feature makes it easier to control tem- 
peratures for proper food preservation. 


EXCLUSIVE “SWEAT-PROOF” 
DESIGN 


Deepfreeze shell-type condenser elimi- 
nates “sweating” or condensation on 
cabinet exterior under any conditions of 
heat and humidity. No cleaning neces- 
sary, as with conventional condensers. 


NEW! THE “HANDY BASKET” 


Double deck, side-opening basket holds 
most-used frozen foods. Has hinged side 
for removing foods below without dis- 
turbing those above. Only Deepfreeze 
Home Freezers have it. 





COUNTERBALANCED LID 


Deepfreeze lid opens with a touch, stays 
open at whatever position you wish, 
Trigger-action handle has precision-built 
lock. Bright flood light goes on auto- 
matically when lid is raised. 


x 


| 
| 
Sal 
| 


HERMETICALLY SEALED 
MECHANISM 
Deepfreeze freezing unit has many years 
of p king devel behind it. 
It is amazingly trouble-free and has a 
sealed-in, lifetime supply of oil. Very 
quiet. 110-120 V., A. é. 60 cycle. 
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~ Motorola TV dependability 


is your best salesman! 


08 7 
= Ff : Ee 


428 SKILLED ENGINEERS 
DEVELOP THE NEW FEATURES 0 de 
WHICH CONTINUE TO KEEP... 


most dependable 


Coast-to-coast surveys of independent dealers and TV owners, who offered 
honest opinions and actual service records, proved Motorola TV most reli- 
able for continuous top quality performance. The Dependa-Bilt chassis 
has earned their highest respect for its precision construction and utmost 
performance efficiency ! 





QUALITY CONTROL ASSURE MOTOROLA TV DEPENDABILITY... 


s ’ < i 


Hour Long “Live Power” Test Severe Vibration Test Spot-Check Functional Test Final-Check Test 
130-volt power-surges test life, “Shake Table” checks stability of “Final line’ sets selected at Spots any possible weakness un- 
strength, durability of all parts. all wiring in the chassis. random for operational check. detected in previous tests. 


see it at your distributors’ today... 


OCTOBER, 1951—ELECTRICAL MERCHANDISING 





NO GLARE FROM ANYWHERE: 


ORDINARY TV SCREEN eB = 


reflects glare into the eyes from its flat, mirror-like 
surface, literally “bounces” light back into the 
viewers’ eyes and allows glare to distort the picture. 


NEW GLARE-GUARD * 
eliminates 98% of annoying light glare by actively 
diminishing and directing reflections downward 
out of the picture, out of the eyes. 


ELIMINATES UP TO 98% OF GLARE! 

The precision-curved GLARE-GUARD screen directs 
disturbing light glare out of the picture, actually 
“bends” the light rays below normal vision range. 

To provide non-reflecting TV tubes in all Motorola TV 
sets, the exclusive new Absorb-A-Lite process was per- 
fected by Motorola engineers . . . doubly assuring positive 
anti-reflection GLARE-GUARD in every set! 


: 
| 
| 


4 en 





Tests made by an impartial jury of noted eye Simple tests proved Glare-Guard effective In the home, Glare-Guard is equally effective 
doctors conclusively PROVED that Motorola enough to virtually eliminate the reflection in eliminating reflected glare of light from 
TV with Glare-Guard is easier on the eyes! of a match flame held 5 ft. from the screen. sunny windows, fixtures, lamps or flames. 


Complete for the future! Every new Motorola TV is designed for Color and Ultra High Frequency reception ... complete 


assurance that Motorola TV is years ahead for years to come. UHF can be factory or locally installed at slight extra cost 


with exclusive GLARE-GUARD 
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1951'S ADVERTISING BOMBSHELL! 


NOW! QW! The clearest indication of value in refrigerator history ! 


Admiral 


ives you 21’, more food 
space per dollar 


. than the average of the largest-selling refrigerator brands! 


More space per dollar than 
any other leading brand; more food storage 
in less kitchen space than any other line! 


at = Be Ae Yes ... it’s the clearest indication of refrigerator value ever offered! 
Gives You Not mere claims—but solid facts and figures! We took the largest- 


selling refrigerator brands, figured out their average cost per cubic 
yy % foot of food space. Then we compared this average with Admiral’s. 

What a difference . . . in your favor! 
MORE FOOD SPACE PER DOLLAR Admiral not only gives you an average of 21% more food space, 
9.3 CU. FT. ONLY but also provides a larger share of the most-wanted features through- 
| out its line, regardless of price. But don’t take our word for it. . . 
596995 come in and see for yourself! See, too, why Admiral gives you more 
P food storage in less kitchen space...why the 51 Admiral Dual-Temp 

is the finest refrigerator ever built. 





The World's Finest Refrigerator! 
Admiral DUAL-TEMP .. . Model 1191 


Truly 2 appliances in 1 





safely stores up to 72 pounds of frozen 
food. Giant Moist-Cold Compartment 
keeps uncovered foods fresh and moist 
indefinitely. With new Door Shelves, new 
Butter Keeper, new Glacier Blue Interior 
and every other wanted feature! There's 





no defrosti m6 no def teezing 
no dried-« 0 


Admiral Duil Tem 














More, More, 


MORE proor that A Ono : 


1S the 128105h-1/: 
ADMIRAL Ging power tn 3 the ? pp ance ld dh ustry |! 


hicago 47, Illinois 
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» Here's how YOU 
can sell more 
Picture Tubes 


HYTRONS NEW 
EASY BUDGET FLAN / 


GUESS YOU NEED A NEW 

PICTURE TUBE - THAT'LL 

COST YOU ram AGOUT 
#50.00. 








DON‘T LET THAT BOTHER YOu. 

ae ee oa ANOTHER HYTRON FIRST FOR YOU! 
CAN HAVE YOUR No need to miss that profitable picture- 
tube sale — just because the customer 
doesn’t have the cash. The original Hytron 
Easy Budget Plan saves the sale. Gives 
you a competitive edge. Hytron has 
arranged the details for you. A national 
credit organization, with facilities in all 

TV areas, stands ready to serve you. 


Find out how you can put this wonderful, 
timely Hytron plan to work right now! 
Write for complete information today. 


OUCH, 
| CAN‘T AFFORD 
(T-1 DON'T HAVE 
THAT MUCH CASH 








WHAT A WONDERFUL 


WE'VE GOT OUR PICTURE 
TUBE....ANO 
UP TO TWELVE 
MONTHS TO PAY. 


Hytron Radio and Electronics Co. 
Salem, Massachusetts 


Please rush me details on the Hytron Easy Budget 


Plan. 
Name 
Street 


MAIN OFFICE: SALEM, MASSACHUSETTS City 
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IT’S 


Special House-cleaning Short Cuts 


Good news for busy homemakers in tae 
October COMPANION... 10 clever ways 


to save on cleaning time. Highlights 
electric floor polisher, electric hand 
polisher and electric vacuum cleaner 
with all attachments. 


_(\OMPANIO 


Another timely article demonstrates 
short cuts for washday with an electric 
washer and good laundry planning. 

Display these articles in windows and 
on counters — turn COMPANION reader 
traffic into store traffic for you! 


the timely women’s 


service magazine 


CIRCULATION: MORE THAN 4,000,000 


OCTOBER, 


ALREADY PRE-SOLD! 


Get a running start by fea- 
turing COMPANION - adver- 
tised goods. Pick out below 
the Electrical Products that 
you carry —then cash in on 
the COMPANION'S No. | edi- 
torial boost! 


Admiral Dual-Temp 
Refrigerator 

Air-Way Sanitizor 
Vacuum Cleaner 


American Beauty 
Electric Iron 


Arvin Automatic 
Electric lron 


Cadillac Cylinder 
Vacuum Cleaner 


Casco 51 Steam 
& Dry Iron 


Farberware Percolator 
Robot 


Frigidaire 
Frigidaire Electric 
Ranges 


General Electric 
Automatic 
Dishwasher 


General Electric 
Steam & Dry Iron 


General Electric 
Visualizor lron 


General Electric 
Washers & lroners 


General Mills 
Automatic Toaster 


General Mills Steam 
lroning Attachment 


General Mills 
Tru-Heat Iron 


Lewyt Vacuum 
Cleaner 


Pfaff Sewing Machines 
Philco Home Freezer 
Sunbeam Coffeemaster 
Sunbeam Mixmaster 
Universal Refrig-a-dor 
Universal Stroke-Sav-r 
lron 
Universal Washers & 
lroners 
Westinghouse 
Food Crafter 
Westinghouse Frost- 
Free Refrigerator 
Westinghouse 
Laundromat & 
Clothes Dryer 


White Sewing Machines 
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makers everywhere! 


Here’s WHY 
customers 
demand the 
1KM- CHEFSTER 


a 


Fries twice as fast as 
any deep fryer of its kind! 


Exclusive basket with 
easy-drain support that 
safeguards hands, guaran- 
tees perfect draining! 


| 
| 
| 
| 
| 
} 
| 
| 
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ey MONARCH — 


"Che fsfer 


WORLD'S BEST 
DEEP FRYER! 


Biggest news in the industry — the automatic 
electric deep fryer that sells on sight to home- 


7 appliances in 1! 
It cooks, bakes, steams, 
warms, blanches and 
pops corn, too. 


Removable Thermo-Pan 
for quick, easy cleaning ! 


Automatic temperature 
control insures perfect 
results on every cooking 
job! NO OTHER DEEP 
FRYER CAN MATCH IT! 


— 


" 


J 
ae: 
g 


- 


. 3 
- and 


KNAPP © MONARCH backs it with a tremendous 
advertising campaign in 
SATURDAY EVENING POST e HOUSE BEAUTIFUL ¢ HOUSE & GARDEN 
September through December! 


ACTUAL DEMONSTRATIONS ON TELEVISION ACROSS THE COUNTRY 
October through December! 


Keep These on Hand to Meet the Demand! 


1951 


KNAPP) MONARCH 
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‘Sure, | believe my own eyes, but.... 


HOW 
IS IT 
DONE?” 








Unbelievable! — but true! That little old-fashioned 
“hired girl’s dream” has become transformed into the 
billion-dollar modern kitchen business. In millions of 
American homes the desire for modern, work-saving 
kitchens is a paramount consideration — scheduled 
for buying attention immediately or in the near 
future. Attempting to serve this mammoth merchan- 
dising opportunity are a few thousand so-called 
kitchen dealers who for the most part have neglected 
to get the big idea, or to prepare themselves to 
exploit it. 

TRACY Mainline KITCHEN System is a retail program, 
developed and tested for active operation by able 
and active dealers. A dealer who has done a satis- 


factory job in the kitchen business, can smash his 
own best records with the TRACY program. A dealer 
who has yet to tackle the kitchen business cannot do 
better than consider this TRACY plan, if he is sincerely 
interested in the unique possibilities in the kitchen 
business. 

This enormously active and highly stable business is 
moving away from dabbling, misfit dealers, to the 
active, Mainline dealer who considers the kitchen 
business a major operation, and treats it accordingly. 
Such dealers will have every advantage a successful 
dealer needs—and more—in the TRACY Mainline 
KITCHEN System. Write or wire for complete infor- 
mation — TODAY! 


HIGH 
SKY 4 QUALITY 


| 


KITCHENS = 


TRACY MANUFACTURING COMPANY Division of Edgewater Steel Co. 


PITTSBURGH SF, PA; 
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AGREAT TEAM rc 


GREAT WASHING 

COMPOUNDS NOW 

AT ONE SOURCE 
OF SUPPLY! 










WASHERS! 


ELEC Ae. 


ft) ‘ 
‘SHWASHING COMPOUND 



















=. @ 

q “ay . 

~ ¢ we 
Scam 


> — 
For electric 
™ dishwashers! 









> __— og 
‘< Cuore, 
ave Lei 








SOAP h Sa NEW "3-IN-1” 

Tt etic LAUNDRY DETERGENT 
Sells quickly, steadily .. . reduces service calls. Proper bal- 
fos sToi_oMesedesVobbevotstoysMe) Mores MOO EEEp a ettel-1iCeMel-1(-scoi- 11M VAEemeteTe 
water softener (3). Produces cleaner, whiter washes. Rinses 
freely. No soap scum. Keeps machine clean,. too. Prevents 


lime scale. Recommended for use in leading washers. FREE 
SAMPLES available for demonstration purposes. 


DETERGENT 
Fastest-growing dishwashing compound in America! Steady 
business from every dishwasher customer you have. Leaves 





For clothes 
washers! 





tableware absolutely film-free, sanitized. Eliminates scum 
and scale in machine . . . cuts down service calls. It's non- 
caking. Comes in handy, exclusive metal pour spout package 
Approved by leading dishwasher makers 





MADE BY THE MAKERS OF SOILAX! ssw 


ECONOMICS LABORATORY, INC., St. Paul, Minn. 


Exclusive Twin Controls Make Friends 
For CAME EERD Double Quick! 


Complete Controls At Both Ends Give Dealers 
A Plus That Makes Extra Toaster Sales! 


@ Camfield’s handy Twin Controls give you the one big exclusive in 
the toaster field—the extra-value feature that makes each sale faster! No 
wonder dealers say, ‘““Camfield sales come twice as fast!” 


Only Camfield Gives You All These Sales-Clinchers! 


@ Real selling exclusives like Twin Controls keep Camfield Toasters in 
top demand. Other quality features are: 


1. Master Control that permits ac- 3. Oven-Type Construction holds 
curate adjustment to exact local 
voltage requirements. 

2. Hinged Crumb Tray for quick, 4. AC or DC operation—approved 
easy Cleaning. by Underwriters’ Laboratories. 


Camfield Advertising Keeps Profits Coming! 


@ Consistent, month-in-and-month-out Camfield advertising in the big-read- 
ership national magazines, backed by strong store promotion helps, keeps 
Camfield a leader! Watch for the powerful Camfield Christmas advertising 
coming later! Tie-in for big profits with hard-selling, free display material. 


CAMFIELD 


Camfield Manufacturing Co. « Grand Haven, Michigan 


heat, keeps toast warm. 


Free CAMFIELD 
Promotion Package Pays Off In Bigger 


Profits! 
@ Camfield’s sales-building package of display and 


promotional material that helps keep sales moving 
year round in your store includes: 


1) Eye-Catching Toaster Display 

2) Traffic-Stopping Window and Store Posters 
© Attractive Hand-Out Folders 

Everything is free and comes packed with your ship- 
ment. You can put it to work without delay! 
CAMFIELD /s The World’s Finest 
Automatic Coffee Maker 


A best-selling 
Coffee Maker 
in a year’s time! 


FAMOUS FOR BLUE RIBBON APPLIANCES 
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NEW vou.ume! 


Srenes dealers everywhere 

have been quick to recognize 
the advantages of adding Revere 
Tape Recorders to their 

line. But now with the 
introduction of this sensational 
new Long Play recorder, an even 
greater source of new store 
traffic sales volume and 

extra profits is assured. 


A Demonstration Natural! 
tion is 
pa eer pat mary 


ease of operation and wee 
up a demonstration displa 
phenomenal results. 


often all that is needed 
el at Revere $ 
pee a? as-life sound. Set 
y and watch the 


with the dynamic new 


Revere 


LLue LONG PLAY 


TAPE RECORDER 


A MIRACLE OF ELECTRONIC ACHIEVEMENT 


At last! Developed after years 
of electronic research, the sensa- 
tional new Revere DeLuxe Long 
Play Tape Recorder is truly a bril- 
liant engineering triumph. Note 
these outstanding features combined 
in this exciting new model: 
ULTRA-LIGHTWEIGHT— Compact de- 
sign and engineering skill make it 
the lightest-weight and most port- 
able of any automatic long-play 
recorder on the market today. 
EXCEPTIONAL FIDELITY— Superb 
tonal quality, particularly on diffi- 


Revere TAPE RECORDER 


WORLD’S LARGEST SELLING TAPE RECORDER 


cult musical passages has won the 
praise of leading musicians, singers 
and critics. 
EXTRA-ECONOMICAL— Records two 
full hours of voice or music on a 5- 
inch reel—using only one-half the 
ordinary amount of tape. 

Add to these, all the regular Revere 
sales-clinching advantages and 
you'll agree there is nothing like it 
anywhere! Write for complete in- 
formation today. 


REVERE CAMERA Co. ¢ Cuicaco 16 
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MODEL T-500 Deluxe, 2-hour play—Com- 
plete with microphone, radio attachment 
cord, 2 reels (one with tape) and carrying 
case. $179.50 


MODEL TR-600 Deluxe, with built-in radio. 
$219.50 


MODEL T-100 Standard, 1-hour play. 
With microphone, radio attachment cord, 
2 reels (one with tape), and carrying case. 
$169.50 

MODEL TR-200 Standard with built-in 
radio. $209.50 


PAGE 











ake to music! 
vy 








it’s great to W 
* 





22 


enjoy a clock radio... timed by c/elecho 


Sign off to music, too! 





TELECWRON EWARTHMORE ELECTMC CLOCK 


LEADING RADIO MANUFACTURERS 











A TELECHRON TIMER on your clock YOU CET THE FAMOUS ACCURACY 
radio automatically wakes you up to — of Telechron electric clocks in your use Telechron timers in the clock 
music, sings you to sleep at might Telechron timer. Synchro-Sealed radios they make. It pays to be sure 
Three simple knobs control radio, | Motor is synchronized with elect Look for this seal... or inquire ... at 
alarm, and "Sleep Switch.” power plants. It can't run wrong! leading stores everywhere 
WHAT'S YOUR FAVORITE RADIO PROGRAM? You won't over! it with a Telechron tomer on your clock radio tunes in 
programs automatically at a pre-set time. What's more ny clock radios through an appliance outlet even turn 
on your percolator and other electric appliances autom ly! 

No wonder everybody's buying clock radios! For the es, of course, and as welcome gifts for all occasions. Telechron 

ympany, Ashland, Mass 


is a trade-mark of Telechron Department, General Electric ( 














ANOTHER IN THE SERIES of t-color, full- 


Telechror de r ent, General Ele tric Co ° 
te 7 . n I ‘pa tmen . i 

pag 5 fe atu ing the benefits of cloc k radios 5 SS, so . 
ace ad r by A hland, Ma 


Y 
o 
ip ri m 
| | Cas HI timed by Telechron timers. The campaign, a 
pearing in LIFE Magazine, The s ATI RD ts 


EVENING POST, and BETTER HOMES AND 


achusetts, 


& ee GAR 
ARDENS, reaches 

. pag 5, reaches more than 86 million readers 
ash in on j i > 
| 1K Mn it with extra sales. extra profits by 
ore . 
promoting the featured brands in your local 
ep oca 

advertising, in. i : 
& In-store and window displays 
eme > ; i 
) R mber. Colorful full pages or spreads on 
+ either Telec . ngs 
ter Telechron uumers or Telechror ‘lectri 
ath mre ! 1 electric 
PI every single week in national mag 
azines right y thri A 
a ght through the pre-Christmas selling 
peak. ou back a ii ‘ 
a famous name when you back 


Telee i T 
chron timers. lelechron is a trade-mark of 
J 7 4 ) 
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eo . 
Whinkpoot ... the only AUTOMATIC WASHER with 





... big features that give 
you a big sales advantage! 


Yes... the WHIRLPOOL Automatic Washer is powert- 
packed with powerful sales points you can talk about, 
demonstrate and sell easily. No other washer has so many 
desirable and most-wanted features! 

Suds-Miser lets the housewife re-use the same hot sudsy 
water for a full family wash. The hot water and suds do 
not go down the drain after each wash load as with ordinary 
automatic washers. Result? Big savings in soap and water 
heating costs! 

Then, the Seven Rinses assure extra clean clothes. Four 
power spray rinses, one agitated deep rinse followed by two 
more spray rinses chase all dirt away. Remember... rinsing 
is just as important as washing to get clothes really clean. 

And there are many other exclusive features which add 
up to unmatched performance . . . the kind of performance 
that sells and keeps customers sold. That’s the big reason 
why future-wise dealers and distributors are saying, “I'm 
staying with WHIRLPOOL!” 


WHIRLPOOL CORPORATION 


For Over 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


ST. JOSEPH, MICHIGAN, U.S.A. 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 


America’s First Family of Home Laundering 
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” 
Tear up your old ideas of bargain values— 


Electric Ranges 


write a new protitable page 
in appliance merchandising 


You'll find Preway a forceful, fighting starter line . . . feature-packed, 


quality-built electric ranges that go out after business and get it by saving 


homemakers a real wad of folding money. And did you ever find a woman 
who wouldn’t look a bargain in the eye? 

That’s the hard core of Preway’s success, of Preway’s magnetic sales 
appeal ... for here are ranges with a better than average markup that 
really sparkle with “good engineering” and that match the appearance, 
features and performance story of the so-called Fancy Dan brands. Every- 
thing you need for selling is yours in Preway, highlighted and sharply 
defined. 

Yes, here is an aggressive, progressive line of opportunity that goes 
right to the heart of the appliance dealer who recognizes the simple fact 
that the answer to SALES is SALESMANSHIP. Because scores of wide- 
awake dealers from coast to coast see it this way, too, Preway has become 
the fastest-growing line of major appliances in America today. 


Phone, wire, or write now for complete information. 


PRENTISS WABERS PRODUCTS CO. 


9101 SECOND STREET, NORTH WISCONSIN RAPIDS, WISCONSIN 


See 








RL 


All Gas and Electric Ranges Oil-Burning Space Heaters Oil-Burning Floor Furnace Ojil-Burning Furnace 








Robertshaw oven 
control unit 


Standard 
Specifications 
yt ne 
high-speed Tuttle\& Kift ‘ | 
Monotube units 


attractive full-width 
\ : 
{ polished chrome handle 4 


\ 


seven-heat Tuttle & Kift 
switches 

switch knobs out of heat zone 
automatic pilot for all 
surface units 

large bottom drawer for storage — 
15’ wide x 18'2"’ deep x 7'2" high 





special Preway 


automatic oven light oven door construction 


spacidilil Masinned removoble Apartment Range — weight 182 lbs. 


oven unit — 2200 watts 


specially designed removable 
broiler unit — 3000 watts 


aN 


floodlight in Wilcolator oven 
back roil contro! unit 


huge one-piece welded and 
sealed oven, over 5440 
cubic inches 


six-position, non-tilt 
plated oven racks 


non-sagging, blanket-type 
Fiberglass insulation 





porcelain enamel smokeless 
broiler roaster 


extra heavy diagonal De Luxe Range — weight 252 lbs. 


truss ieichon with all features highlighted above plus — 





full Titanium porcelain enamel 
— acid and stain resistant 


porcelain enamel spill-over 
bowl under each surface unit; 
can be emptied without 
removing burners 


es automatic electric 
clock and timer 
or automatic oven 


original safety 
backguard design 


operation 


convenient appliance outlet 


approved by 
Underwriters Laboratories 


deep well cooker 
meets all requirements of burner converts 
National Electrical - 
Manufacturers Association Master De Luxe Range — weight 260 Ibs. 


with all features highlighted above plus — 


to surface unit 


You get more... 


you save more with 
ADVANCE-DESIGN 


TRUCK FEATURES 

C 4 ‘3 V RO L t T TWO GREAT VALVE-IN-HEAD ENGINES 

—the 105-h.p. Loadmaster or the 92-h.p. 

Thriftmaster—to give you greater power 

ADVANCE- DESIGN per gallon, lower cost per load « POWER- 

JET CARBURETOR—for smooth, quick 

acceleration response « DIAPHRAGM 

SPRING CLUTCH—for easy-action en- 

gagement « SYNCHRO-MESH TRANS- 

MISSIONS—for fast, smooth shifting « 

HYPOID REAR AXLES—for dependability 

' _» Whatever the job you have for a truck, and long Wife ° ented TORQUE-ACTION 

. demand rs 4 Ch , h h a as obt § BRAKES—for light-duty models « 

fi nn : jue , Jnevrolet as the truck thats right or PROVED DEPENDABLE DOUBLE- 

first 1” va es> your job! It’s a new Chevrolet Advance- ARTICULATED BRAKES—for medium- 

first in $4 y Desic k. buil ki duty models « NEW TWIN-ACTION REAR 

pout esign truck, built to cut your trucking BRAKES—for heavy-duty models » NEW 

J costs down to rock bottom. Saves you DUAL-SHOE PARKING BRAKE—for 

money when you buy, because the purchase price is low. Saves greater holding ability on heavy-duty 

models « NEW CAB SEATS—for complete 

riding comfort « NEW VENTIPANES—for 

the great combination of ruggedness, durability and economy you improved cab ventilation * WIDE-BASE 

get in Chevrolet. Just look at the extra value features that make WHEELS—for increased tire atuage ¢ 

BALL-TYPE STEERING—for easier han- 

dling « UNIT-DESIGNED BODIES—for 

maintain. Your best truck deal is the deal you get on a Chevrolet greater load protection *« ADVANCE- 

DESIGN STYLING—for increased comfort 
and modern appearance. 


money right along, because no other truck in its price class offers 


Chevrolet trucks stand up better, handle easier, cost little to run and 


Advance-Design truck at your Chevrolet dealer’s. 


CHEVROLET DIVISION OF GENERAL MOTORS 
DETROIT 2, MICHIGAN 
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FOOD FREEZERS 


Today, with food prices soaring higher and 
higher, the food freezer emerges as an absolute 
economic necessity for practically all families. 


Dealers who feature Amana upright freezers 
find themselves in the extremely fortunate po- 
sition of being able to capitalize fully on the 
accelerating demand for this needed appliance. 


The Amana upright line is built to meet the 
requirements of practically any size family and 
the easy-to-prove advantages of the upright 
model quickly converts shoppers into buyers. 


Eight freezing surfaces offer faster freezing, bet- 
ter storage...all food is on or within inches of 
of a prime freezing surface at all times. The 
Amana upright takes up to 40% less floor and 
wall space, a sales clincher, for the prospect 
who wants to keep the freezer in the kitchen. 
It also offers “‘See-Level” visibility...the end of 
groping and searching for packages! Yes, here 
is a needed appliance, assuring maximum in- 
ventory turnover with an unusually high profit 
on every sale. The Amana dealer is one step 
ahead, in a fast-moving parade...because he 
has more to offer...and more to gain! 


Write for proof showing Amana dealers’ aver- 
age profit-per-sale is the highest in the industry. 


Amana moot. 18 
UPRIGHT FOOD FREEZER 
18 cu. ft. capacity 


Holds approximately 


Amana moovti 12 
UPRIGHT FOOD FREEZER 


630 Ibs. of food 


12 cu. ft. capacity 
Holds approximately 
420 Ibs. of food 


SACKED BY A 
CENTURY-OLD TRADITION OF 
FINE CRAFTSMANSHIP 
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A MESSAGE TO AMERICAN 


INDUSTRY °® 


OnE OF <A 


Not, PLEASE, 
In the Name of Fairness 





Our national Office of Economic Stabi- 
lization has adopted a policy of gearing 
wages to the cost of living. We are told 
that “escalator clauses,’ which provide that 
rates of pay shall be adjusted to take account 
of changes in the cost of living, will be gen- 
erally approved. 


If the adoption of this policy had been 
announced as a frank concession to political 
expediency, it would have been quite under- 
standable. There may very well be votes, lots 
of them, in a policy which purports to protect 
the income of a large group against loss 
through the price inflation caused by the 
defense program. 


A case might even have been made for a 
policy of approving escalator clauses on 
grounds of production expediency. The lead- 
ers of some three million organized workers 
now covered by such clauses have indicated 
that they would fight to the limit to keep 
them and thus maintain “real wages,” that 
is, wages measured by their purchasing 
power. The leaders of other organized groups 
have indicated they would fight to get the 


benefit of such clauses. Denial of them might 
mean serious strikes. 


Justified ‘‘in Fairness’”’ 


However, the policy of approving escalator 
clauses was not based on these relatively low 
grounds of expediency. It was justified on 
high moral grounds, on grounds of “fairness.” 
In the words of the President’s Council of 
Economic Advisers, “maintenance of real 
wages during inflation cannot in fairness be 
disallowed.” 


That proposition is false. 
It would be truthful to say, “main- 


tenance of real wages during inflation 
cannot in fairness be allowed.” 


The truth of the corrected proposition be- 
comes evident immediately when you take 
a look at the basic nature of the inflationary 
problem created by defense mobilization. 

We are devoting a large share of our 
national production to defense. The share is 
now scheduled to hit about 20% in 1952. 


Since we are not able to increase our total 
production fast enough to meet defense needs 
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in addition to civilian needs, that means a cut 
in the supply of goods and services that is 
available for civilian consumption. But the 
money paid out for the production of defense 
materials is added to that which is available 
to buy civilian goods. 


Thus, more money is put into the hands 
of the people to buy less goods. So prices go 
up. That is inflation. 


If one group of people then is granted 
enough additional money to offset the price 
increases — and that is the purpose of an 
escalator clause—and thus can continue to 
buy as much as they have been buying right 
along, less goods will be left for other con- 
sumers who are not getting this advantage. 
That is palpably an unfair distribution of the 
sacrifices necessitated by defense mobiliza- 
tion. In fairness, therefore, maintenance of 
real wages in inflation cannot be allowed. 


Organized workers were not the first, of 
course, to get the benefit of an automatic 
adjustment to take account of the increased 
cost of living. The farmers got theirs first. The 
price parity formula is, in essence, an esca- 
lator clause. The federal government under- 


writes increases in the prices of the things 


farmers sell in order to match increases in 
the prices of the things they buy. 


Crucifying the Helpless 


As matters stand, two groups are 
without benefit of escalator clauses. One 
group is composed of manufacturing firms. 
While they have not been nearly as successful 
as the misleading reports of “record-breaking 
profits” suggest, they have been able to look 
after themselves fairly well — thus far. 


But one group is completely without pro- 
tection. It is that numerically large but 
politically unorganized mass of people — 
many of them old and relatively helpless — 
who are trying to live on pensions, annuities 
and other fixed incomes derived from their 
savings. They are at the end of the line when 
the increased costs of inflation are passed 
along. They have no one to whom they can 
pass the buck. They are being progressively 
pauperized by the continuing inflation caused 
by progressive boosting of costs and hence 
prices. 


With the present line-up of pressure groups 
in Washington, protection for the principal 
victims of inflation—those who have saved 
for a rainy day only to find inflation has 
blown away the roof—is obviously an ex- 
tremely difficult business. But to have even 
temporary insulation against inflation 
granted to powerful groups in the name of 
fairness should be offensive to the nostrils 
of a nation that presumes to assert the moral 
leadership of the Western World. 


The only really fair way to handle 
inflation is to prevent it. But once it is 
under way, fairness demands that the 
burdens be as evenly distributed as 
practicable. 


An escalator clause — or a farm parity pro- 
vision —is explicitly a device to enable the 
group favored by it to escape the burden of 
inflation. Whatever concessions we feel we 
must make to political pressures or produc- 
tion expediency, let us at least be honest 
enough not to invoke “fairness” as justifica- 
tion for so arbitrary a discrimination in the 
distribution of the defense burden. 


McGraw-Hill Publishing Co., Inc. 
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More Sales in the Works 
for Hoover Dealers 


And here’s the setup 
that keeps them coming 


Hoover advertising. A complete new campaign. As warm 
and friendly as your own personal selling. And with the same 
drive for action. Appears big and often in a lot of important 
magazines—Life, MeCall’s, Better Homes and Gardens, 
Good Housekeeping, True Story, Today’s Woman, Living 
for Young Homemakers, and Ebony. 


Hoover merchandise. The models, the features, the values 
your customers are looking for. 


Hoover’s reputation. The best-known name in the vac- 
uum cleaner business. A reputation you are proud to asso- 
ciate with your store. 


Hoover users. More than 10 million Hoovers have been 
sold. And every Hoover in use helps to sell others. 


All this adds up to just one thing—more sales in the works 
for the dealer who works to make himself known as the 
Authorized Hoover Dealer. Keep both the Hoover Triple- 
Action upright and AERO-DY NE tank cleaners out front in 
your store displays and in your own advertising. 


First choice among women who prefer an upright 

the Hoover Triple-Action Cleaner. It beats, 
as it sweeps, as it cleans, removing the em- 
bedded dirt and grit. Dirt-fogged colors come 
back bright and clear. Prolongs rug life. Model 
29 (above) $87.95. Tools extra. Other models 
as low as $59.95 


Click. click. hands never touch dirt with Hoover 
AERO-DYNE Model 51 and the exclusive Dirt 
Ejector! No other tank cleaner has the extra- 
effective controlled suction and famous “Litter 
Gitter” nozzle that gets more dirt, threads and 
stubborn dog hairs. Hoover AERO-DYNE Model 
»L (shown at right) complete with tools, Veri- 


flex hose, $84.95 


Prices slightly higher in Canada 
Prices subject to change without notice. 


Here are the facts that help sell Hoovers 


@ 44 years of manufacture—oldest and dustry. 


largest. Most complete service facilities in the 
e@ More than 10,000,000 Hoovers al- industry. 


Youll be happier with a 


Hoover 


ready sold. 

More Hoovers in use today than any 
other make. 

18% of Hoover new sales made on di- 
rect recommendation of Hoover users 
Sold exclusively through leading local 
stores. ’ 

Both types—upright and tank—most 
complete line of cleaners in the in- 


Pioneer and leader in engineering re- 
search. 

High cleaning efficiency . . . proved by 
independent laboratory tests. 
Endorsed by leading rug and carpet 
manufacturers for preservation of 
floor coverings. 

Best-known, best-selling cleaner in 65 
countries around the world 


° at ead oe 
eee A) Ss TS 3 : 
and so will your customer. sli siaiitiaiinn diamant 


North Canton, Ohio © Hamilton, Ontario, Canada ©  Perivale, England 
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3 generations of Maytag dealers. 


3 generations of Maytag makers 


add 

up to 

a selling 
program 
unequalled 

in appliance 
history 





Were a 3-qenwialion, Moijlan 














s from Indiana admire the Maytag « 
Aug M 


Mrs. Thomas Hadley says goodbye to wash there is to it. I can play with my son, 


| 


dav work now that she owns this Maytag au or just rest.”” And while Mrs. Hadley relaxes, 


tomatic. “I just ti ple control. That’s all her Maytag automatic washes, rinses, spin- 


s. Neva Merritt of Brownsburg; 


vner of this Maytag washer 


drys, shuts off . all automatically. Famous 
Gyrafoam washing action - Fully automatic + 
Safety Lid - No bolting down. 


This 2-page, full-color spread appears in LIFE Magazine, October 1 . . . first ad in Maytag’s big fall campaign. 





l/ 


3-GENERATION DEALERS TOO! Left to right: father, 
Arthur E. Naylor; grandfather, A. D. Naylor; and 
randson, Howard Naylor. All three men are success- 
ful Maytag dealers in Oakland, Maryland 


Amonicas. beat appliance 


WASHERS: RANGES: FREEZERS: IRONERS 


“When my daughter, Ann, shopped for her new 
washer, it had to be a Maytag. She knew all 
about my Maytag and how clean it washes 
clothes. And Ann’s grandmother is still using 
a Maytag made in 1923. Imagine . . . it’s been 
washing clothes clean for almost thirty years!” 
Mrs. Earl H. Merritt is shown at left with her 
1951 conventional Maytag washer. And that’s 
daughter Ann (Mrs. Thomas Hadley) 
giving her a cheerful assist with the wash'ng. 
The Maytag conventional has exclusive 
Gyrafoam washing action ... washes out the 
toughest dirt and grime. The famous Roller 
Water Remover squeezes out more water... 
can’t harm buttons, zippers, trim. And how 
it will last! For years and years! No wonder 


most women want a Maytag! 


Finding proud Maytag owners in three 
generations of one family is nothing new for 
Maytag. Over 7 million washers have been sold 
. many to daughters and granddaughters of 
people who owned their first Maytags years ago. 
Manufacturing these millions of Maytags has 
been a 3-generation family business. Fred 
Maytag, now president of the company, is the 
grandson of the man who made the first 


Maytag washer in 1907. 


Have yo seen The Mail Range? 


Mrs. Earl H. Merritt shows her new Maytag Dutch 
Oven Gas Range to daughter, Mrs. Thomas Hadley, 
and grandson, Greg. The range has a super- 
insulated oven that keeps heat in, automatic 


controls, Dutch cooker well, and it’s so easy to clean. 





_ 


srations Of Maytag dealer: 


fa 
an Mautan vA ’ 7. 
tons oT miuyiuu owners 


This is the story that is being told so dramatically in Maytag’s 

fall advertising and selling program. This is the kind of advertising that 
helps Maytag dealers sell. The quality of Maytag products 

has earned an enviable reputation with women everywhere. Since 
1907, when Fred Maytag made the first Maytag washer, The Maytag 
Company has held to the highest standards of manufacture. 

Today, the company is headed by Fred Maytag II, grandson of the 
founder of the company. Under his leadership, the company 


continues to serve capably the consumer and the Maytag dealer. 


reasons why 


a Maytag franchise is so valuable 


Maytag offers a compact line of wanted products 


Maytag offers a good margin of profit to hard-working 
dealers on products that have established an outstanding 


reputation with consumers 


Maytag has 116 strategically located sources of supply 
throughout the United States to insure quick delivery and 


good service to Maytag dealers 





There may be a Maytag franchise available to you 





If you want to make more money and friends with Maytag 


products, write now about the availability of a Maytag franchise. 
i THE MAYTAG COMPANY, NEWTON, IOWA 
chee Scat Address your letter to 
WASHERS «© IRONERS «= RANGES «= -@ FREEZERS 


. V. R. Martin, General Sales Manager 
ee The Maytag Company 


Newton, lowa 





What to tell a lady 
who asks what it’s All about! 


A clean story with a happy ending for all you automatic washer dealers 








but will all get my clothes clean? 


where'd the 
suds go ? 








AUER ET eR Ewe 


1. Suds are old-fashioned... Modern washers work 2. cleaner by all odds! Without lazy suds all's 
better with alll. It makes no sluggish suds to slow down free to work through tiniest fabric openings. Gets in and 
the washing action that gets out the dirt. all’s recom- flushes out even dirtiest dirt. There’s not a trace of soap 
mended by the makers of automatic washers. scum, either, to dull and gray your clothes. 


a OREN 8 


RE 2 ie 














how can s0 little all make | 4. now in money-saving 
such a big difference? | (GEG ) 50 6 100 lb 
| . 7 Sizes, too! 








Your customers buy in bulk and save 
money! You make big ticket sales, take 
big ticket profits! Order 50 & 100 lb. sizes 
today from your wholesaler! 
, 
3. all's concentrated! Half a cup’s plenty for Don’t forget to ask him about free alll for 
the average wash (requires slightly more in hard water demonstrations, alll’s sales building Laun- 
' ° . ss ini U i -of-sz pre 
areas)! alll’s all you need too—contains softener, wetting dry Cinta, all's new point-of-sale mer 
chandising kit. They’re more proof that 
all goes “all-out” to make money for you! 


DETERGENTS, INC. 


Seer IERESET ETT uns Teo eR) ERR en acer Columbus, Ohio 


agent and whitener. You save money, get cleaner, whiter 
clothes every time. 
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together with its employees and its nation- 
wide dealer and distributor organization 


Look for great things from the Coolerator Company 
and its distributors and dealers under the sponsorship of 
the world-wide International Telephone and Telegraph 
Corporation. Through the combined efforts of these two 
organizations, ever finer refrigerators, electric ranges 
and freezers will be produced to make kitchens 


brighter, and house work lighter. 

Coolerator is a pioneer name in refrigeration which 
will now be backed by 1 T&T resources, and further 
developed by I T&T leadership. 





The vast technical resources of 1 T&T, its research 
facilities, its engineering skills, will be added to 
Coolerator’s own development activities and 


merchandising organization. 


For full details on Coolerator appliances—see your local 
Coolerator distributor or write to the Coolerator Company, 


Duluth 1, Minnesota. Ask about a Coolerator franchise. 
Research center of 
Internati I Teleph 
Telegraph Corporation, 
the famed Microwave 
P fe Tower at Nutley, N. J. 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
67 Broad Street, New York, N. Y. 
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MEATS 
ICE CREAM 


The economy and convenience of 
frozen foods in quantity are a won- 


derful freezer sales tool — in theory. 


Put into practice by the Food Vault, 
Phoenix, Arizona, they are even 
better, because the firm actually 
makes them available and their 


FOOD PLAN SELLS 


HE Food Vault, Phoenix, Ariz., has been 
selling home freezers at the rate of 70 a 
month for the past 18 months. This volume 

860 a year—for the concern’s eight brands of 
freezers has been built without price cutting and 
without “food give-aways” except when they were 
part of a manufacturer's national promotion. 

The Food Vault—which is a combination locker 
plant, meat market, frozen foods store, and fran 
chised freezer retailer—has succeeded because of its 

food purchase plan’ which shows in black and 
white exactly how a family with a home freezer 
can save up to 30 percent on its food costs through 
bulk purchases. Although it’s not new, the plan 
is successful far beyond the average because the 
Food Vault has moved it from theory to practice by 
making the bulk foods available at those savings to 
the home freezer owners. The Food Vault's 
answer to the frequently-heard, “The savings look 
nice but I don’t want to forage over the country- 
side to find bulk supplies of each food. Where’ll 
I get them?” “Right here.” 

Ihe extra punch that has made this concern’s 
freezer merchandising far more effective than that 


is a simple, 


BROOKS 
F000 LOCK Ls) 


A Photostory by HOWARD EMERSON 


10 Freezers a Month 


of the average locker plant which sells bulk foods, 
is its own development of family assortments of 
frozen foods at approximately what the buyers ex- 
pect to pay for quantity lots without variety. 
Primarily the “baby” of the Food Vault's sales- 
woman, Mrs. Eleanor Thompson, with the assist 
ance of manager G. C, Brooks, the assortments are 
scientifically designed to supply a month’s bal 
anced supply of frozen meats, vegetables, fruits 
and desserts for a family. The assortments, one 
for any size family from two to five persons, are 
prepared for each month, supplying a balanced 
and tasty diet in accordance with seasonal 
changes in prices and availability of frozen foods. 
\ typical month's assortment for a family of 
four, for example, would include: 58 Ibs. of ready- 
to-use meats, including chickens, liver, ham, 
ground beef, pork loins, ocean perch, and 15 Ibs. 
of assorted beef cuts; 36 Ibs. of vegetables, includ- 
ing green and lima beans, cut corn, peas, broccoli, 
spinach, cauliflower, and mixed vegetables; and 
30 Ibs. of fruits, including cherries, peaches, Boys- 
enberries, and applesauce; and 114 gallons of ice 
cream. The total cost at prevailing prices in 


Phoenix retail stores would be $76.49, but the 
Food Vault makes it available for $54.26, a saving 
of $22.23. 

Each month’s family selections, printed on a 
sheet with the Food Vault's prices compared to 
prevailing retail prices, are the basis for freezer 
selling. The Food Vault’s analysis of the savings 
in relation to the family budget and to the cost of 
buying and operating a home freezer is the sales 
argument that is placing 70 freezers a month in 
Phoenix-area homes. 

As each home freezer purchaser becomes a 
steady customer for the firm’s food (and often 
rents a locker to store game or special bulk pur- 
chases) the plan produces an overall profit. 

Obviously, intensive selling has been necessary 
to make the food plan known to the public and 
to make it produce home freezer sales. In the 
pictures on the following pages ELecrricaL MER- 
CHANDISING shows how that selling works on out- 
side calls, at user parties and in the store, and 
how it can be adapted to the operations of appli- 
ance dealers who neither want nor expect to sell 
food themselves. 


TO SEE HOW THE FOOD VAULT’S THREE SELLING METHODS WORK, TURN THE PAGE => 
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Food Plan Sells 70 Freezers a Month... 


With intensive outside selling 


r 
hm 
a 
( 


welcomed at the prospect's 


1 Saleswoman Thompson 
suggested a ution ¢t me major problems the 


riety and quality f neal erved to her family 


4 Clinching the food stor ] e-up of the meat rtments available 
habits and budget. Here she emphasizes opportunity to serve better cuts 





The husband, sooner or later, must sit in as Mrs. Thompson presents her 
well-developed food plan which she can discuss in relation to the individual 
prospect’s family size, food budget. Cost savings interest the husband 


With interest at its peak, Mrs. Thompson takes the prospects to the Food 
1ult where she backs up her food plan with a view of the store’s wide 


including the above commercial | e-pack which offers greater savings. 


to the family at near wholesale prices in lots to suit the family’s eating 


me 





i 


Then the means to the end—not until the prospects are sold on the food 
plan is any attempt made to sell a freezer. With them sold on the monthly 


savings, the convenience and better living, the freezer cost-is less important. 





Vieeddee ose 


Follow-up. The sale is only the beginning for energetic Mrs. Thompson. She 
will follow up to help customer with food processing and packaging problems, 
as above, and come away with names of friends to use as her next prospects 


Back in the prospect's home, Mrs. Thompson keeps the food-freezer story 
going with solution to space problem as she shows where large upright can 
fit into present counter space in laundry area. She knows her product story well 


FOOD PLAN SELLS 70 FREEZERS A MONTH... With freezer parties at users’ homes 


i 
On location—the Food Vault’s Eleanor Thompson, left, and assistant Myrtle 2? s the guests arrive, Mrs. Thompson makes it a point to show them the dinner 


Smith start preparing a completely frozen foods dinner for an evening its convenient frozen form, to emphasize how little reparation is 
prep 9g prep 
Phoenix necessary. First objective of the party is to sell quality of frozen foods. 


freezer party in the home of user Mrs. Frank Fogwell 
MORE=> 
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FOOD PLAN SELLS 70 FREEZERS A MONTH... With freezer parties at users’ homes 


PUPA Pt 
The guests are amazed at how fast the sales Questions come up during the dinner as the guests You, too, can enjoy the quality of frozen foods 
women bring a light dinner of salad, chicken in patty become favorably impressed. Mrs. Thompson and and save money at the same time, with the 
und shortcake from frozen state to the table Mrs. Smith use examples from the hostess’ freezer Food Vault's frozen food plan, says Mrs. Thompson 


6 With the food plan accepted, Mrs. Thompson Immediate sales are not unusual at the Food The hostess’ freezer helps in the sales story, as 


b 


~ ustration f the home freezers that w Vault's freezer parties, but are more likely during Mrs. Smith shows how much can be stored, how 


FOOD PLAN SELLS 70 FREEZERS A MONTH... By collaring every food user 


nr t oc ble } hows product knowledge b me call that Mrs. Thompson will make la accessible the foods are, and how the owner is using it, 


The locker user hears from office The packaging materials customer The food buyer, purchasing for immediate use, is another prospect manager 
manager Lynn Droz about the - preparing foods for a small freezer or Gerry Brooks takes to the Food Vault’s meat department, where he explains 
nce of a home freezer a locker, is a good prospect the savings in quantity meat purchases available to home freezer owners 
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“! run an appliance store, 
not a locker plant. 
How could | use this plan?” 











Arrange with o nearby supermarket to prepare and 
sell quantity lots of frozen foods ot attractive prices. 





| THIS FREEZER 

4 1S YOURS FOR 
ONLY $u7.e 
AT J. DOES 
APPLIANCES 


Put a freezer full of these 
foods on the market floor to 
* ettract its regular customers. 





Display “family assortments" in your own store with 
large chart showing variety, prices and savings. 





Retrain your staff to sell the economy, con- 
venience and better living of frozen foods. 





Get local bank or finance company to finance quantity 


Advertise the availability of these quantity lots, ask purdheeee of Sinid, Slas dhe os ulcer, 


readers to come to you for details. 
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my hair?” 


“YOU MEAN it wil! dry exclaims a Los Angeles housewife when told that the salesman 
has af tic t J } attachment that she can have free if she'll watch 


CURIOUS HOUSEWIFE watches A and S salesman tie plastic 
3 demonstration 


tube and shower cap 


gimmick to Royal vacuum cleaner hose 


By JAMES JOSEPH 


is hair-dryer atta exhaust end of the machine. > 48- 
u buy a machine or inch tube is then tied to the hose, the 
chine is turned on, and the air puffs 


l} response out the hose ind 


was immediate. Since cap. A rice-paper 
\ and S began its two-for-one appli filter (or any soft, porous material, 
nce campaign, it has upped sales 


like Kleenex ) keeps out dus 


oO separate heat 


t 
30 percent, 


t and dirt. 
sources are 


has jumped its sales force 
las averaged 550 nes to supply warm 

has ai wr the drying process. The house- 

wife can hold a piece f cardboard 
over the vacuum’s intake end for about 
This shuts out the cool 

I - to heat s] 


Radio Ads Worked 


hait 
appliance to spurt 
ination of A and 
good sales-promoti 


m page 88) 
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It’s just a little 85-cent gimmick, a door opener, but in 
’ ' : the hands of the 27-man outside crew at A and S Appliance 
3 Co., Los Angeles, it sells 550 vacuum cleaners a month 


ee ate mi 


WITH DRYER on her head and machine working, housewife is easy target for 


“TO GET HOT AIR,” says the salesman, “‘hold a piece of paper over the air intake 
complete sales talk on advantages and features of the Royal cleaner 


for a moment to heat up the motor or put the cleaner near a radiator.”’ 


AT END OF DAY salesman chalks up sales on bulletin board to see where he stands 


CLOSING THE SALE is successful in 55 percent of all such calls A and S salesmen 
appointments are made in one of continuous contests. Salesmen average four calls a day. 


make, because prospects are seen only after definite 


9] 


TWO-MAN installation crews operate ten trucks fitted out like this one with 
bins for fittings, standoff insulators, coils of wire, other small items, and power 
tool 10 llapsibl 


} or e aluminum ladder to speed the work 


NERVE CENTER IS THE DISPATCHER’S OFFICE 


from whith work orders (in racks) are given to field and shop technicians and 
to | even partner Harold Brown (right) comes for information 


“Wservice Only 


One good example of how independent contrac- 


SHOP AND FIELD MEN drow al! parts from the $40,000 inventory maintained ; 
n this stock Room opens on one side to auto radio repairmen, on other tors can relieve dealers of TV servicing head- 
to h i ec cians. Stock room boss is also firm’s purchasing agent j . 


aches with economic benefits to both is Brownie 


Radio & Television Service, Inc., Cleveland, O. 


ret that many an appli- is now grossing about $55,000 monthly 
has wrung his hands “We know there are other organiza- 
lespair at the problem of ade- tions like ours around the country 
servicing his radio and tele- now,” says Kopf, “but when we started 
ustomers out, it was a bit of pioneering. Now 
Cleveland radio repairmen we employ around 100 people, from 
re keenly aware of this difficulty office help right on through to TV 
1938 even before the rv boom, wizards. The entire operat! 
nd incorporated as Brownie Radio efficiently organized, department 
1 Electrical Co., Inc., and began to and geared for more growth. 
ifter dealer accounts 
1s during the heyday of the Obstacles to Be Licked 
radio sets, with aerial prob- > \ > it prejudiced s we 
ng from the customer’s mig dealer service setups don’t 
hort-wave and far distant always work out too well. They cost 
he partners, Harold H the store too much; or the service is, 
Maurice E. Kopf, landed _ technically, not very good. Primarily, 
! first big account lealer servicing is usually badly super- 
‘ss and growth of vised. And there’s the help problem, 
ito wholesale electronic which, as a large organization, we find 
INSIDE TECHNICIANS work ot model benches, each equipped with about $500 ervicing is concretely evidenced by we have pretty well licked.” 
worth of testing equipment, plus hand tools, and a mirror back which enables the fact th Brownie Radio and Tele- When a dealer in account with 
erviceman to see picture tube while he is working on rear of chassi sion ‘rvice, Inc., as it is now called, Brownie sells a TV set, the name and 
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INCOMING OR OUTGOING sets await action on these racks 


Card at end of 


rack contains information on rack’s contents, tells what action or parts sets are 


waiting for, saves checking each set 


CONTROL and coordination necessary to successful operation of big serv- 
icing firm employing nearly 100 people is responsibility of partner Maurice 
Kopf, here checking parts inventory records 


address of the buyer are turned over to 
the wholesale Jrownie 
installs and explains operation of the 


service firm 
set; puts up the antenna and issues a 
warranty on the set and work. 

If anything is found at fault, or 
breaks down, the customer can call the 
Brownie, but the latter shoul- 
ders the complaint. For the installa 


90-day Browni 


tore or 


tion and warranty 
e from the dealer 


Big Staff, Big Plant 


1 smoothly working, 
tion \bout 10 people 
besides the partners 

-, for instance, 

for phones all over 


$000 sq 


12,500-sq. ft. 
shop and the it. garage; girls 


for handling c 


rrespondence for dif 


ferent « tmet credit accounts, etc. 
itself is as large, or 


stock- 


distributors’ 


ELECTRICAL 


MERCHANDISING—OCTOBER, 


Some $40,000 worth of stand- 
ard and special parts are carried, with 
seven men working under the stock- 


rooms. 


room boss, who also is the purchasing 


igent. The parts storage room opens 
on two sides, one for the bench work- 
radio 


ers, and one for the six 
WW orkers 


auto 


Brownie boasts 


10 trucks used for 


installation of antennas, with two men 


to a truck, a crew chief and helper. 
panel trucks are outfitted 
for their work: storage compartments 


These light 


for all kinds of fittings, electric power 
drills, electric hammers, coils of dif- 


ferent types of lead-in wires, and so 


forth. Collapsible ladders go with each 


truck, too, to say nothing of a bundle 


of antenna pipes, cross arms and what- 
have-you. 


“Then we have about 40 men who 
outside explains 


“They carry tubes and other 


drive on service,” 


Kopf 


1951 


SPECIAL CHASSIS repairs are made possible by small machine shop which 
contains metal shears, brake, drill press, spot welder, lathe, grinder, and other 


equipment 


parts, and work on hourly rate plus a 
bonus and a travel allowance of 74¢ 
per mile. 


System Admits No Errors 


“This outside service is organized 
so that we know every evening where 
i certain man will be next day—he 
brings in his finished work sheets 
and gets his work 
orders from the dispatcher, and leaves 
any major repairs that he might have 
picked up during the previous day’s 
work. 

“Outside 
repairs to the set owners, 


every morning 


men also return major 

If the order 
came direct from a customer, the serv- 
iceman collects on delivery; if through 
a store, we collect as the store wishes 
make a 
small commission on what they give 


—charge or cash; dealers 


us. 

The dispatcher is the nerve center 
of the shop. He works in a control 
center, a small room looking out on 
the shop, and equipped with phone and 
intercom connections and a 
wall control panel consisting of a series 
of pockets for work orders. 


wooden 


They are 
filed alphabetically and geographically 
into incoming and outgoing, counter, 
and several other categories of orders. 

Every radio set, TV receiver or 
record-changer that is awaiting repair 
or return is stored on one of a battery 
of racks at the rear of Brownie’s lay- 
out. Several hundred could be 
stored in this ample area. At the end 
of each rack, a small card gives the 
dope on the rack’s c¢ mtents—incoming, 
awaiting parts, etc. 

About 20 men are on the technical 
staff in the Ts 
record-changers, other 


sets 


radios, 
various 


shop, for 
and 
darks . cialtie 
electronic specialties, 


No Service Delays 


rhis brings us to one of the biggest 
selling points for our service,” 


Kopf. 


Says 


“That’s our ability to take care 


Room is conveniently located next to bench repair area 


of complaints promptly—most dealers 
are worried to death by customers who 
can’t wait two days or two weeks, what- 
ever the case might be, for 

“With our large 
flexibility and 


service. 
staff we have 
keep 
have a 
service calls. 


can customers 
sudden 
Several of 
the inside men are available on over- 
night notice to go outside and work 
in homes.” 


satisfied, even if we 


increase in 


Srownie is able to service cheaply 
because of the wide distribution of the 
40 outside servicemen. Brownie has a 
man for every section of the city and 
he'll average only a half mile to a 
mile-and-a-half for each call, whereas 
the independent caller may 
average five to six miles per call. Here 
is a tremendous saving in time and 
operating cost. 

Model Benches 

3rownie’s TV specialists have model 
work benches. Some $500 worth of 
equipment—oscilloscope, signal genera- 
tor, vacuum tube voltmeter, etc.,—is 
on each work bench. Each bench has 
a mirror panel at the rear, so the 
repairman doesn’t have to break his 
neck trying to see one side of the tube 
while he works with controls at the 
other end of the TV set. 

Radiomen and others have smaller 
benches, but Brownie plans to replace 
these with large, mirror-backed 
benches, fit for both radio and TV re- 
pair work, since TV is the “coming” 
product. Still another work area in the 
shop is a kind of small tool room com- 
plete with drill lathe, brake, 
shear, jig saw, punch press and spot 
welding machine, where Brownie men 


service 


press, 


can do any special chassis repairs 

In addition to home service Brownie 
is doing a lot of multiple apartment an- 
tennas work involving one mast with 
outlets into individual and 
separate antennas for each channel with 
an amplification hookup for suites. End 


suites 
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M It’s just a good stunt when Pete Long, blindfolded, irons 
a shirt in less than three minutes. But it’s more than a 
STANDARD APPROACH to interesting dealers in carrying line is for Long to offer ; : : 
; hirt in three minut fealer tk i Sa few hea’e eer face stunt to make 32 counties ironer conscious 


r r to give 


WIZARD AT WORK. [ror a shirt in three minutes or less while wearing a blindfold stops crowds at fairs, often draws more men than women 
- 


sae F 
as 


\"is 








How Pete Long Opens Up New Territory for lroners 


up of the entire territory, Pete Long i Driving up to the dealer's door, Long introduces himself 


seas 

with it and breaks it down into a working and tells the dealer: “I have in my car outside the world’s finest 

ens over 2,500 population, towns which troner. May I bring it in and iron a shirt for you—blindfolded 

irs and home shows and other possible openings - in three minutes?” Before the dealer has a chance to reply, 
mass audience. Long continues: “AND—tf you don’t take on the line, I'll 

nake you a present of the shirt and never darken your door 


ck Dun & Bradstreet and other agam!” (fe has never yet had to give away a shirt.) 


the dealer is signed up, a training program for the 


national credit references for the five top dealers in each town 
4 After 


listed. Later, he will check local sources of information and 
from the total data obtained will select the dealer who he be- entire year is planned for him, Long returns with a factory 
lieves operates in accordance with the Ironrite policy. He thus certified instructor later and trains all designated personnel in 
knows his dealer thoroughly before he calls on him. the store before the first ironer is sold by the retailer 





By A. B. WINDHAM completely ironed shirt. The medicin« 
man and his snakes were forgotten. 
That’s Pete Long at work. 
HE MEDICINE man coiled one Mr. Long, who is district manager 
snake around hi and ¢ of the Ironrite Ironer division of Read 
I i Wholesale Distributors in Hous 


Ran 2 
regarded ¢ ne OF the 


I net 
ind throngs < ling tl ustot salesmen in the nation. - 
Home Show surged t his plat geressive Texan who believes that show 
form, bug-eyed and breathless nanship is a must in selling, Peter I 
| | 


rie 


one booth Long was placed in charge of t 

the surging crowd and the medicine Reader ironer operation a little mors 

five-foot rattlesnakes. than a year ago by Hyman Reader, 

sat a shrewd appliance head of the firm, and his sales man 

an, a rumpled shirt in one hand ager, Ham Smith. Both Reader and 

ind the handle of an Ironrite ironer in’ Smith say they “know a born sales 

the other. It was the first time the promotor when we see one” and Pete 

appliance salesman had ever been Long seemed to fill the bill to per- 

fronted with such formidable com- fection 

petition. He had to think fast. 

Whipping out a blindfold, he put 

n quickly, pointed to a small clock ot “It’s the retail level we are inter 


Aim: Four Per Month Per Man 


the wall, and in the tones of a Texa sted in,” declares Smith. “To show 
attle auctioneer, bellowed: “Look at you what I mean. Reader’s expects to 
that clock!” to move through its déalers, and at the 

The crowd slowed down a bit, mo current rate of shipment, more than 
.entarily diverted from the snake 1,500 ironers by the end of 1951, and 

indler. by the end of 1952, our goal is to move 

“Yes! at that clock! Watch 2,400 a year through our retail dealers 
t!” the salesman went on. “In three We should reach our plateau by the 

nutes flat, I’m going to i I hir end of 1953, when we expect to sell 

blindfolded !” +800 troners a year. The aim is to 

One or two leaders of the throng have 100 dealers with trained personnel 
stopped. Others turned their eyes auto selling an average of four ironers each 
matically to the ticking time piece. month. 

Never Seige tite Patter “Mr. Long is in full charge of the 
yperation. Since he took it over he 

[he salesman never let up: His _ has trained about 300 demonstrators, 
hands flew from one position to an- laid out his territory to establish a 
other. His voice kept up a running ‘dealer beachhead’ in almost every town 
comment: “Now the sleeve! Up goes of our territory, and inaugurated sev- 
the handle, down goes the roller! It’s eral solid promotional ideas which are 
lone! Look at that collar! Watch it. bound to make our entire territory 
Up goes the handle—”, and so on. ironer-conscious.” 

The crowd had stopped and faced Pete Long started his ironer blitz- 
ibout completely. The clock ticked on. krieg by developing and improving on 
Would he make it? Still half a shirt an idea which is at least 16 years old. 
to go and 85 seconds left. The hands The idea of ironing while blind- 
flew. The voice never let up. In two folded, credited to Cleo Foley, Iron- 
minutes and forty-seven seconds, the  rite’s former home service director, HELPM : ' NESE ERT ee ; 
salesman was done and stood up tri- had a natural appeal to Pete Long. who a paistiee be ues-adhaeer allen teeta aie ie, i 
umphantly to show the .onlookers a (Continued on page 168) was Mrs. Long who convinced him that the ironer should be more oi a sideline 
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BISHOP’S SLEEK, modern store to middle class families 


’ 
sters and other apr bined 


BUY YOUR 


Duo-THERM 


HOME HEATER 


.. Automanic Thermostar 
i" 





od 


BISHOP’S PROSPECTS for space heaters during August sale were met by 


Duo-Therm specialist John Wierengo (rear) who answered special questions 


GO00 FO8 4 UmiTED Tet OMY 
FEATURES THAT MEAN 
PERFORMANCE INSURANCE 


HIGHER TRADE-IN 
ALLOWANCE 


D 
‘ 





SHERATON F ( 


$109%5 $6495 $R9%5 


BISHOPS | 


Opes Evenings by Appe: 427 438 WEST WESTERN 


H 











BISHOP'S SELLING during special sale was done by store salesmen 


ok over prospects after specialist Wierengo had built up their interest 


Bishop's, Muskegon, Mich., sells 60 units 
‘ : ? BISHOP’S ORDERS during two-day promotion were frequently on a cash 
in one week with a full-blown promotion basis. Wierengo watches as salesman gets the order from couple he interested 


By FRANK A. MUTH 





Space Heaters 


’ 


REYNOLD’S SALES PITCH is made by Paul Reynolds himself. He first 


tries to convince women so they will bring their husbands in to make purchase. 


REYNOLD’S CLOSING, !ike demonstrating, is done by Reynolds when 


interested housewife brings in husband and he goes over the whole story again 


REYNOLD’S ORDERS orc 


age of sales. Lay-away plans are often used to accumulate down payment. 


n a time-payment basis in a very high percent 


ROUGHS 


= 


REYNOLD’S SIDEWALK DISPLAY of space heaters catches the eyes of 


working people. Here prospects make their first examinations of merchandise 








Fa: 


OIL HEATERS—Duo-Therm four and five- 

room size, $20. Norge four and five- 

site, $20; Duo-Therm trailer heater, 

+ brand. new Duo-Therm four and 
five-room size 3 


a new '. 
» $15 down, $5 per month. Rey- 

nolds Furniture Co., 1175 Lafayet 

Openitospm et se 








real 








REYNOLD’S WAY. 


All year long, Paul Reynolds of Grand Rapids appeals 


to purse-conscious working people through small classified ads like this. 


Daily classified ads bring 177 sales a year 


from the working class customers of Rey- 


nold’s Furniture Co., Grand Rapids, Michigan 


LANTING his sales effort toward 
S working people has resulted in 
KF numerous sales for Paul Reynolds 
of the Reynold’s Furniture Co., Grand 
Rapids. 

Instead of using large displays in 
his advertising and grabbing attention 
for a big operation, Reynolds uses a 
slow but methodical method of hitting 
177 heater sales a year. Included in 
this total are about 25 used heaters. 

“Many people have been afraid to 


handle used heaters in Grand Rapids,” 
“But last year I took 
all that were brought in and fixed them 
up for resale. It brought a lot of busi- 
ness (about one sale in five inquiries) 
to the Very often the used 
heater prospect can be worked up into 


Reynolds says. 


store. 


the purchase of a new heater or some 
other appliance.” 
All Reynold’s advertising is carried 
in the classified section. He uses the 
(Continued on page 100) 





CARL HOLLEY (right) appears at a regular morning sales conference at one of 
t tores t Issign coverage of a new area, explain special characteristics 


IN THE FITLD the 


10-bl 


LOCK 


eo 


juently find enough prospects and 


men busy there for three months before ire 


Block by Block 


Each of Carl Holley’s four Chattanooga, Tenn., 


stores works on only ten blocks at a time—and 
usually finds enough sales in each area to keep four 


salesmen busy for three months 


re 


street, one man to each side of the street. Later they'll compare notes. 


of the street. The other two sal ecured by this pavement-poundi 


adjoining block the 


ng, 


nt work loorbell-ringing method. 


same way By giving the 10-bloc! 2. By keeping the sales work con- 


fined to a concentrated area, it saves 
leg work, lost motion and gasoline. By 
working house to house more contacts 


1 a saturation workout we can fre 


ike enough sales to keep four sales 
I made. Each salesman averages 
anew 20 per day. 
] f i 3. By contacting them in their own 
mes the salesman gets to the pro 
spective buyers with his story before 
they come to town and begin shopping 
When they really do get 
ready to buy, the General Appliance: 
name and the General Electric brand 


lvantages in 

1. It gives |} 

ny other method ie soliciting 
hand while around 

ghborhood appliances each 

ntacted housewife has, and what she 

lanning to buy next. Over 75 per- 


il Appliance leads ar 


have been so deeply impressed on their 
(Continued on page 92) 


1 


r the Gener 
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and Door to Door 





“GOOD MORNING, I’m J. C. Henry with the General Appliance CHECKING her appliances, salesman Henry notices that refrigerator motor is making a lot of noise, 


Co. We're making a survey this morning on electrical appiiances.” suggests that perhaps he can fix it by making a simple adjustment. 


AFTER ADJUSTING the motor trouble, Henry takes advantage of RETURN VISIT when husband is home closes the sale. Block system sold 1035 refrigerators, 831 
good will to show her photos of new models, offers a trade-in ranges, 866 washers for Holley in 1950. Henry makes average of 80 calls a day 
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“ 


What 
* Benutitu tein 
ed 


7 


NO WATER ever gets on the floor from a Bendix washer, Appliance Mart salesman 
George Papas tells a prospect, using a dry mop to show what he means 








THE WEIGHT OF FOOD in the door will never make it sag, claims salesman Al 
Guidice, and to prove how strong the door is he climbs up and swings on it. 


DRAMA with Every Demonstration 


Salesmen at the Appliance Mart, Billings, 
Mont., don’t just tell prospects about appli- 
ance features, they demonstrate them— 
even if it means swinging on a refrigerator 
door or changing black rabbits to white 


ones in an automatic washer 


SALESMAN FOR A DAY contest finds teen-ager Tom Altmaier demonstrating a 
Deepfreeze freezer to prospects who are also judges of his competency. 


Musburger began his promotional 
marathon by _ broadcasting records 
played directly over the air from a 
In the spring of 1950 he 
turned a disastrous fire into a promo- 
a refrigerator or jumping on the door _ tion by installing and advertising self- 
(nd if they come in crowds _ service for records. During 
Musburger’s the same sold 18 Monarch 
are likely ranges by putting a ham in a discon- 
a washer changing black rabbits nected oven and wheeling the range 
out to the sidewalk where onlookers 
could see the range in the process of 
cooking When it was done, 


ISITORS to the Appliance Mart, 
Billings, Mont., get more than a 


sales talk. Depending on what 
they are buying, they may see an acro- Magnavox. 
batic salesman swinging on the door of 
of a range shelves 
for one of owner C. C. year he 
continual promotions they 
to see 
into white ones or to eat ham sand- 
wiches cooked in a disconnected elec- 


tric range out on the sidewalk the ham. 


TIED-IN with contest for oldest range was competition to guess number of feet of 
wire in Monarch range. Winning couple accepts chinaware set from salesman Davis. 
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THE HEAVIEST ROAST you can buy won't, be too much for the oven door of a 


MAGIC WASHING in a Bendix will even turn black rabbits into white ones, 
Monarch range, claims salesman Davis, standing on it to demonstrate its strength. 


says Davis at a demonstration. Later he washed stained shirts to prove his point 


school students against one another in 
a sales contest, asked the public to be 
the judge of proficiency. The winner 
got a $50 U. S. Savings Bond and 
Musburger got the good will of a 
large part of Billings’ population. 

As the pictures on these pages prove, 
the Appliance Mart believes in dra- 


he 


dix and pull out white ones. They also 
lent him shirts—which he stained with 
iodine, molasses, hair tonic, shortening, 
jam, soy sauce and ketchup, and of- 
fered to them ones if the 
Bendix failed to remove all the stains. 
During this promotion the store gave 
away 300 plastic dampening bags, 


But when t sillings 
a special issue on home 


promotion 
Gazette 


furnishings Musburger was in it with 


free sandwiches and coffee were 
passed out to a store full of prospects. 

When a young lady came to Billings 
to promote a soft drink she ended up 


t 


ran 





photographs of actual room settings in 
Billings Homes. Each room belonged 
Musburger and each 
featured a Magnavox 


by promoting Cooler new 


for Musburger, simply 


itor refrigerators give 


by posing beside to a customer 
prominently 


radio-phonograph. 


getting the resulting photo- 


n the local paper. 


all Musburger promotions are 
He has successfully 


nique 


the perennial oldest range con- 
offered heart-shaped cookies 


tlee 


as 


a 


St 


Valentine’s 


em- 


Day 


Washer Magic 


Early in 1951 
watched salesman Bill Davis put black 
rabbits into a specially prepared Ben- 


some 500 people 


CROWD-GETTER promotion was this, in which ham was cooked in disconnected 
Billings police chief Lechner locks the chains for eight hours of cooking. 


oven 
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1951 


closed 19 Bendix sales, bought no new 
shirts. 

Che month of April brought Billings 
a “Salesman for a Day” promotion in 


which Musburger pitted four high 


matic and unremitting promotion. They 
also prove a less obvious point, Mus- 
burger’s contention that “Promotions 
are easy to find, but it’s the staging 
that gets results.” End 


CROWD-SELLING payoff in the same promotion was the serving of the cooked 
ham to watching prospects. Owner Musberger traces 18 range sales to the stunt. 
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DEALER MEETS DISTRIBUTOR—retailer Fred Maggiora, right, Oakland, Calif 
uppliance dealer, has known and dealt with GESCO’s manager Gene Garcia for 
years. But, like most dealers, he never had taken time for a leisurely, personal 
tour of the distributor’s operation until he arrived above, at the invitation of 
ELECTRICAL MERCHANDISING, for the following camera tour of a modern 
er tr 


11 distributing house 


DEALER MAGGIORA 


an 


Wy}; 


y 





i, 
Ut 


Wy 


THIS ROOM will help you buy, and help you sell, says Garcia, as Maggiora 
sees the 40 by 50 foot auditorium-showroom. The 200 person room, facing 
complete kitchen-laundry on stage, is designed for sales meetings. 


Dealer Fred Maggiora of Oakland, 
Calif, takes a good and surprised 
look, for the first time in 16 years, at 
what a well-epuipped distributor has 
to offer him in the way of physical 
services, efficiency, money-saving 


ideas, and sales and training helps 


Dealer Meets Distributor 


An Electrical Merchandising Photostory 


OW well does the average dealer know house space, more efficient materials handling, 
the facilities and services being made avail better inventory controls and billing systems, more 


ible by his distributors? If he knew efficient service and 


} } 


them better would he be able to do a more efficient pr ved sales promotion 


e to cut appreciably his In the initial post-war rush to obtain appli- tailer, Fred Maggiora of the Appliance Center, 


job of selling and be abl 


t of doing business nces and the secondary rush to obtain customers, 


While the industry’s attention since 1945 ] 
he excellent strides that | : 1 that his 
" 


been centere 


j 


been made 1 


] 


roving his store r, floor displays, the celebration of new distributor’s facilities, he 
ees everything hurriedly through the crush of 
isiting dealers and suppliers, the haze of refresh- how the distributor management feels that the 


departments, etc., little notice has been gi 
ppl Yet, hundre yf appliance 
e doll RA 
I dOlars as a group 


rve their dealers by 


PAGE 76 


research departments, im- 
i 


average dealer has had little time to find out 
distributor 


ippliance dealer in it n when a dealer attends an “open house” at 


and the funeral smell of good-will bouquets. 


» years by the country’s 


appliance distributors, ELECTRICAL MERCHANDIS- 
ING took a new appliance distributing operation 
that of the General Electric Supply Co., Emery- 


l ville, Calif. An experienced and well-known re 


salesman training. 


Oakland, was invited to tour GESCO’s new 75,000 
sq. ft. building, in the company of local manager 


now able to offer hin Gene Garcia and his staff. In this picture cover 


age of the tour FKLectRICAL MERCHANDISIN 
shows what dealer \laggiora saw in this repre- 
sentative post-war distributing house, and reports 


ultra modern facilities are being used to help the 
appliance retailers make more money in their store 
operations. 


great strides forward 
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FINDS THAT THE DISTRIBUTOR WANTS TO HELP HIM MAKE MONEY 


2 “HERE WE emphasize to you and your staff the importance of appliance cen “WHEN THERE’S more than one sales meeting a night, we'll get your men 
ters to build sales of electric housewares,’ says Garcia. The dealer is shown here,’ Garcia opines, as he and Maggiora study the dual-purpose room 
how to create shopping centers for kitchen housewares, clocks and electric bedding adjacent to the auditorium. 


Forced not only by the drive for efficiency, but handling equipment, have made the distributors 
AND HF WANTS 10 by the post-war costs of labor, distributors have able to continue in profitable operation during a 
made rapid strides in holding down warehouse squeeze between lower margins and higher labor 


costs. Introduction of advanced inventory control costs. GESCO’s Garcia takes Maggiora through 
HELP HIM SAVE MONEY systems, elaborate office hinery for billing and the new warehouse to show him how these effi- 


records, and the advantages of powered material cencies serve dealers as well as distributors. 


R TRUCKMEN will love this,’’ says Garcia, as he points out the advan- 2 “WE DON’T have to hunt all over blazes when you order a small part, Fred,”’ 
s of the four truckloading ks where Maggiora’s trucks can back in says Gene, as he shows Maggiora a section of the ‘‘roto-bins’’ and ‘roto 
supplies and drive out with minimum of time drawers’ that make 20,000 items quickly available. 


“YOU'RE getting a politician’s girth,’” remarks Garcia, as Oakland councilman 4 “THIS FORK TRUCK helps you in two ways, Fred,’’ explains Garcia. We can 
\ ra stands on floor level scales in shipping d2partment, where he sees make better use of our space, have more stock on hand to serve you, and it 
has streamlined the packaging and shipping of goods. cuts down on the possibility of damage during warehouse handling. 





so do they recognize the obligation 
with service training, product 


Most distributors have moved far from the days tion problems, 
they parceled out appliances t to back up the dealer 


. . . 
Maggiora’s Distributor sia) 
their dealers and said, “From here on, you're on knowledge and emergency service. 
your own.” Competitton,-the demands of reputa- GESCO-Oakland has a double job in what it 
“product service’ Besides its own 


msc manutacturers, 


tion-c the introduction of classifies as 
territory, it handles product services for the entire 


- 

Helps Him automati Py nce ind a wel|-developed know 

edge of the resj ilities inherent in the word GESCO San Francisco District. Serving dealers 
rt hanged the picture Just as throughout this district is the well-organized de- 

partment which Garcia shows Maggiora through 


his product service executives 


, = 
S a responsibility to 


ae eee 
. 7 1. onions 4 lists me ‘eel 
Give Good Service . lealers in their training, display and promo the words of 


reputation as a good dealer,’ says Gene as he “YOUR MEN will know how to service quickly and at less cost when we get 
r f Jim through with them,’’ Gray says, as he shows Fred the room in which all laundry 
equipment can be set up for product service meetings 


“THESE MEN help 


introduces Maggi service supervi 


Gannon Stanley Gray, applian 


says Stanley Gray “YOU PROFIT in the long run, Fred,’’ says TV and radio products service man- 
ager Don Larnach, center, as he shows the “‘‘experimental bench’’. Here all TV 


“YOU WON'T have money tied up in damaged appliances,” 

2s he shows Maggiora the room where experienced craftsmen handle carrie 

damage.”’ Fred that damage in transit can be expected and radio models get the works with up-to-date equipment 

“HERE’S WHERE we help you bui " f “YOUR SERVICEMEN ore pretty good if “GOOD BY and don’t forget we are here to serve 

Garcia 3 he 3 they have trouble with automatic controls, we've you, Fred,”’ says Garcia, who knows his success de- 
> jot the department to help you,’ says Gray. Every pends on his ability to help dealers like Maggiora 
make a profit from the appliance business. END 


put through this test bench 


Fred, but 


service point yut 
the parts inventory c ’ 
placement parts before we washer control is 


> 


Ge ~ Srew  g 
7 





Gas is both plentiful and cheap in 
Wichita, Kansas, but, aided and abetted 
(and sometimes prodded) by the promo- 
tions of the Kansas Gas & Electric Co., 


dealers are selling more and more elec- 


trical appliances—some even above the 


national average 


By TOM F. BLACKBURN 


They've Got Gas on the Run 


ICHITA, Kansas, ( pop 166, 
Wiss where Carrie Nation 

slashed her hatchet through the 
nude picture of Venus over the Carey 
Hotel bar, is, even from an appliance 
standpoint, a town of extremes 


Bleak Prospects 


Its sunbaked prairies lie in the heart 
producing areas where 
lls for 70¢ for the first 
and 36¢ thereafter and 

*s for about 2¢ a pound 

se competitive conditions 
the prospects were bleak for electric 
n 1949, Fred M 
Kimball became general sales manager 
Kansas s & Electric Co 
(which does not 


load promotion when 


of the 


vas) 


Appliance Sales above National Average 


But today the picture is different. 
Under Kimball’s leadership a series 
of promotions, all keyed to the appli- 
ance retailer, have boosted sales of 
many appliances above the national 
average. For example, 1950 industry 
sales of electric ranges were 73 percent 
above 1949, but in KG&E territory 
sales jumped 104 percent. In the same 
period automatic washer sales gained 
78 percent for the whole nation, but 
Kansas sales leaped ahead 115 percent. 
Even in 1949, when sales across the 
nation declined from 1948, KG&E’s 
territory actually made some gains. 
Electric water heaters, for example, 
showed a 33 percent decline in na 
Kansas they 
moved ahead eight percent. And freez- 
ers, which lost 30 percent across the 


tional averages, but in 


country, slipped only two percent. 
During 1950, sales of water heaters, 
refrigerators and freezers clung closely 
to the advances set in national ave 
best indicator of 
KG&E’s success in promoting electrical 


appliances in a gas territory are the 


rages. Perhaps the 


proportionate sales of electric and gas 
clothes dryers as shown in the follow- 


ing table: 


OCTOBER, 1951—ELECTRICAL 


ONE DISTRIBUTOR’S SALES OF CLOTHES 
DRYERS IN CENTRAL AND 
WEST KANSAS 


Percent Percent 

Gas Electric 
1947* 71 
1948* 63 
1949* 62 
1950* 60 


1951** (3 mos.) 45 


* Quantities of both types dictated 
by production 
** Free supply of both electric and 


gas models 


In the Wichita area of Kansas Gas 
& Electric’s territory one electric 
range is sold for every two or three 
gas ranges as compared with Okla- 
homa City, where the ratio is about 
one to 15. Moreover, this has been 
accomplished without wiring subsidies 
and without utility selling direct to 
customers. 


Ranges are Key to Major Sales 


“The electric range is the key to 
other major appliance business,” de- 
clares Fred M. Kimball. “KG&E’s 
special electric cooking rate makes 
electricity so inexpensive (1.5¢ per 
kw.-hr. over 250, 1¢ preceding 150) 
that it starts a chain reaction of elec- 
tric appliance business that culminates 
in an all-electric home, with dish- 
washer, home laundry, dryer, home 
freezer and water heater.” 

Here are typical ways in which the 


KG&E system works: 
Light Bulbs for Traffic 


Just imagine yourself an appliance 
dealer in Wichita. The front door 
opens and in walks a woman. 

She says: 
bulbs.” 

You reply: “What for?” 

“Well, I'll tell you,” is her comment. 
“The Kansas Gas & Electric Co. just 

(Continued on page 172) 


“T want a carton of light 


MERCHANDISING 


PROMOTIONAL GIMMICKS which have built appliance sales for Wichita dealers 
litter the desk of Wichita sales supervisor Frank Eddins. In his hand is the broiler 
offered to consumers at a discount of 5¢ for every year they’d had a range 


ARTIST’S DRAWING in the office of KG&E’s general sales manager, Fred M. 
Kimball, shows a travelling caravan for the display of appliances—a_ utility 


promotion planned for some time in the future. 


PRIZES for retail salesmen awarded by the utility in a pre-Easter range selling 
contest were hams, some of which were presented to Innes Dept. Store salesmen 


Carl Hines and Glen Paxton by Paul Houser (right) of KG&E 
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DISPLAY’S THE THING. The shopper is afforded an opportunity to see more than EIGHT LARGE CIRCULAR display islands inside the store offer shoppers the widest 
5 eiling-type lighting fixtures at Tt n Electric Co. Little or no sale possible selection of desk, table and small room lights, as well as the newest 
} required to sell them, since appearance is the major sales factor. yles in lamp shades. Shopping and selection are made easv. 


t 


DISPLAY 
Sells Lighting 


The Thompson Electric Co. of Beaumont, 


offering one of the widest varieties of 


lighting fixtures in east Texas, sells ‘em 
ELECTRIC LIGHT BULBS ore a fine traffic item. The Thompsons devote an entire 
front section t the shop t bulbs f every type and variety by showing ‘em. It’s that easy 


WORTY-TWO ve ling fixture cot ranged in simple but effective display. 
11 s has convinced it in a proper setting which will mands an exhibit s] of about four Che entire front of the shop is of plate 
! mpl hei | appearance, feet in radius, allowing ample m for glass and passersby are afforded an un- 
going to appeal to him.” lemonstration and inspection by tl paralleled glimpse of the store’s mer- 

150 lighting fixtures of customer chandise, particularly at night. 
ry imaginable type and variety are On the floor of the shop, eight cir- “The cost of this display is not 
1 the ceiling of the shop. All ular display shelves, spaced at inter- high,” declares Mr. Thompson. “Cer- 
mnected up and customer vals of about 10 feet, are featured. tainly our displays are more elaborate 
i three-tiered rhese shelves, on three levels, exhibit than that of the average dealer because 
] all types of desk, table and small room we specialize in lighting, but the lights 
lights, as well as shades of every are not burned continuously except at 
description. On the side walls of the night, and small bulbs are all that are 

hop, bracket and wall lights are ar (Continued on page 174) 


1 musine 
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EVERY LEWYT HATIONAL AD THIS § 


FALL TELLS YOUR CUSTOMERS : 


for just 10 seconds and let 
your Lewyt dealer show you the 


evolutionary advantages of the t/ 
Lewyt Vacuum Cleaner! 





This Fall, Lewyt not only gives you the 
biggest advertising drive ever put behind 

any vacuum cleaner, but features the famous | 
“Market Place” demonstration center in 

every ad! Millions of prospects will see it 

in the ads—recognize it in your store! 











Now more than ever before, the “Market 
Place’ is the most profitable 15 square 
feet of floor space in your store! 


Now’s the time to brief your salesmen 

on Lewyt’s sales-boosting “10-second 
demo”! Now’s the time to get your Market 
Place up front! Now’s the time to make 
sure your salesmen know the sensational 
features of “America’s most wanted 
vacuum cleaner”— Lewyt! 


“LEWYT 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-10 60 Broadway, Brooklyn 11, N.Y. 
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50 YEARS OF 
GREATER VALUES 


HALF WAY THROUGH A CENTURY... 
With a basic business formula—building a good product 
and telling people about it . . . 
Looxine AHEap to finer Davis lawnmowers— greater Productively Efficient 
And presenting with pride the new 1951-52 Golden 
Anniversary line of time-tested, customer-preferred Davis the 
mowers—with exclusive features found in no other mower . . . Best 
Continuing proof that finer quality can bear a modest 
price tag... if the brand name is Davis. 


SINCE 1902 
Technically Progressive 


SALES-LEADING DAVIS 50/50 

biggest value in 18” power mower 

Every quality feature plus exclusive Davis 

Flex-A-Matie Safety Cluteht. Simplest. Safest. 

—Briggs & Stratton and Clinton 1.1 H.P. Engine 

_ Hyatt Automotive Precision Roller Bearings Model 50/50 


7 ‘ 18” Cut 
—Semi-Pneumatic Rubber Tires ’ 1.1. H.P. Engine 


NEW! Built the BEST DAVIS 1951-52 Line 


Sales-leading Davis 50/50. Safest. Simplest. 
Today’s biggest value in an 18” power 


mower. 

‘Big Brother’ Power Model 52. All the 
pace-setting features of Model 50/50 plus 
22” cut. 

Rotary Model 51. Cuts tall grass to car- 
pet smoothness and grinds cuttings to fine 
mulch. Pulverizes leaves and spreads over 
lawn providing nature’s best fertilizer. 

Two superlative hand mowers—Four 
Square Model 56 and “Whispering” Model 
57. Davis streamlined beauty and me- 
chanical perfection. 

See your Jobber . . . or write us for full 
details. 


G. W. DAVIS CORPORATION 
RICHMOND, INDIANA, U.S.A. + Established 1902 


ROTARY MODEL 51 


Cuts to within 42” of walls 
fences or other obstructions Matic Safety Clutcht 
eliminating tiresome hand trim 

ming. Suction-action, hardened Briggs & Stratton 1.6 H.P. 
steel mowing blade raises grass Engine 

and weeds to upright position : 

cutting to smooth height and at Hyatt Automotive 

the same time chops cuttings Precision Roller Bearings 
and leaves to fine mulch. Rubber 
mulching roller distributes cut 
tings evenly and protects opera 
tor from “kick-back” of rocks 
stones, etc. One piece solid 
cast aluminum alloy chassis Color: Canary Yellow 
protects operator from whirling with Comber Green Trim. 
blade. Engine: Direct 
drive vertical type . 
Clinton 1.6 to 2 H.P a * 
engine. Blade as . 
sembly includes 


NEW MODEL 52 > 


Exclusive Davis Flex-A- 


Semi-pneumatic 
rubber tires 


New Easy-oil Hub Caps 


4-Square MODEL 56 


shock relieving rub 

ber discs and fiber safety fric 
tion discs. Semi-pneumatic rub 
ber tires: front, 6” x 1.50; rear, 
8” x 1.75. Wheels mounted on 
individually suspended axles. 
Color: Scarlet, Gold Trim. 


New! Improved! Smartly Designed « 
10” Wheels * Semi-Pneumatic Rub- 
ber Tires « 6” Reel, 5 Blades, 4 
Spiders « Automotive Roller Bearings 
¢ High Carbon Steel Lipped-Edge 
Cutter Blades + Size: 16-Inch Cut 
« New Easy-Oil Hub Caps « Davis 
Unit Boxed + Color: Canary Yellow 


with Canterbury Blue Trim. 


DAVIS UNIT BOXED 


EXCLUSIVE! PATENTED! Whispering MODEL 57 
Streamlined Steel Shield « 10” 
Wheels «+ Semi-Pneumatic Rubber 
Tires « Rubber Covered Roller + 6” 
Reel, 5 Blades, 4 Spiders « Automotive 
Roller Bearings « High Carbon Steel 
Lipped-Edge Cutter Blades + Size 
16-Inch Cut « New Easy-Oil Hub Caps 
¢ Tubular Metal Handle with Plastic 
Handle Grips + Davis Unit Boxed « 
Color: Canary Yellow with Comber 
Green Trim 


tExeclusive Davis FLEX-A-MATIC 
Safety CLUTCH 


A V-Belt Automatic 

Transmission! Elimi 

nates necessity for sep 

arate Clutch-controls 

Fully automatic. Safety 

release manually con 

trolled. Clutch operation 

controlled by throttle 

Rotary Model 51 , lever. Precision-made 
20” Cut unit No adjusting 


required 
1.6 to 2 H.P. Engine 





HILLIARD S. GRAHAM of Chicago’s Hyland Electric Co., finds that prospects 
can be sold easily if they are made to understand what a mixer will do. 


A Mixer Sales Expert Practises ... 


OWN the corridors of time 
D echoes the remark of Queen 
Marie Antoinette: “If those 
people in the streets haven't bread, 
why don’t they eat cake?” 

In the sterner, inflation day economy 
hic] country is barging, 
xer” does not belong 

‘ 


~hani mixing device used 


in so many kitchens, he opinion of 
liard S. Graham of the Hyland 


} 
Che time 


to promote the 

food preparing machine 

that speeds the iob for 

g wives, electric equipment that 


the family dollar further on 


Food Savings Important Factor 


en you sell, he says, talk meat, 
In buying hamburger in 
butcher shop, you get the 
‘rs Irom every chopping block. 
better to purchase flank steak, 
chuck or any low priced piece and 
take it home fresh. Cut it into strips 
and feed it through the food chopper 
on your mixer. You get fresh, ground 
meat, easily eaten. Run it through 
igain with crackers or dry toast, and 
you can spread this meat into many 
more servings, many times its original 
volume, enough to feed the entire 
[ generously. 

talk like this, today, makes a 
housewife’s eyes  glisten, declares 
ly Graham. Cake making is lovely, 
iental, but it is a luxury and 

1 abandoned in tough times 
th carrots at 35c a bunch, cab- 
49c a head—as it was in 
recently—a_ vegetable slicer 
these items go farther on the 
In fact, a couple of carrots will 
luce a salad for the entire family. 
you buy baby food, you know how 
sock you for those tiny éans. A 
ler with sieve attachment will 
e all the baby food you want, at 


1 
iowe;»r 


TALK SPEED and you'll hit home with working women who 
have limited time to prepare meals, Graham claims. A good 
example is the grinding up of vegetables for salads 


TALK ECONOMY and stress the advantages of easy prepara 
tion of foods like rolls, which can be mixed easily for less than 
the store cost and put in the freezer. 


New Ways 
To Sell Mixers 


A period of rising living costs is no time to 
stress the cake-making abilities of mixers, 
claims expert H. S. Graham. His advice: 
Sell them as all-food mixers that will pro- 


duce better meals both cheaper and faster 


... What He Preaches 


TALK QUALITY, says Graham. Tell the housewife that ham- 
burger home made from low priced cuts of meat is of better 
quality and, when stretched with b-ead, cheaper 


TALK ENJOYMENT to your prospects, advises Graham. It’s 
easy to make ice cream with a mixer freezer attachment— 
and it’s better and cheaper than commercial varieties. 
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Appliance Beauty Shop 


Refinishing appliances is a field more dealers should explore, 
says B. J. Church, New Orleans. He ought to know, because it’s 
all he does and he finds it profitable 





ITH the possibility of appli- 
ance shortages looming just 
over the horizon, many far- 
sighted dealers are laying plans to 
build up their service departments 
It’s relatively easy to find the ex 
perienced technicians who can handle 
repairs on the insides of an electric 
motor that runs a refrigerator. But 
what about repairs people will want 
done to the outsides of older refrig- 
erators, washing machines, ranges and 
other metal appliances ? 
One firm in New Orleans has built a 
booming business in strictly refinish 
work, They have found that get 
ting the orders is not so much a job 
of reaching the people who own thx 
ippliances as of reaching the men to 
whom these people so often turn. 
“Our set-up is built on getting many 
ders through the distributors,” says 
B. J. Church, owner of the appliance: 
refinishing firm that operates under his 
name, “But regular dealers who have 
their own ready-made customer con- 
a wonderful position to 
handle a service like this. 


tacts are in 


Ours was 


rocked along prolitably during the sell 
er’s market years. And the 
ahead when there will be fewer new 
appliances on the market are tremen- 
dous opportunity years for a service 
like this. Already, we can feel the 
effects of shortages, and of fears of 
shortages, in increased orders.” 

Most customers, Mr. Church has 
found, first call upon the distributor, 
or the manufacturer’s representative, 
when their appliances turn yellow, 
Having set up 

orking arrangements with seven of 
New Orleans’ biggest wholesalers, Mr. 
Church is the man to whom 


years 


‘rack or rust. 


chip, 


most 
recommendati ms are made. 


Chance to Sell Color 


“It’s not only people who want dam- 
d finishes made new who call on 
" he points out. “Right now, many 
are interested in having their 
lite refrigerators and such colored 
match other kitchen arrangen 
The dealer who sells colored 
is in a natural position to sug 
service to refinish refrigerator- 


ee ee 
SIMPLE EQUIPMENT p: y in business as an appliance refinisher, says 
B. J. Churct In his st 


1 block 
anding b 


mpressor, spray guns, electric buffers and 
prepared for spraying 


founded during the shortage days of other kitchen appliances to mat 
World War II and the months im new ranges. 


mediately after the war ended. It has (Continued on page 104) 


Three Steps in Refinishing a Refrigerator 


FIRST STEP in refinishing is to remove shelves and 
trays, then protect the inside of the refrigerator with 
paper held in place by masking tape 
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AFTER THE OLD SURFACE is removed, the metal is 


protected and filled with a bonderizing coat. Then 
Church goes to work with spray guns like this one 


OCTOBER, 


FINAL STEP is buffing to bring out a surface shine. 
Church advises that just one brand of lacquer be used, 
particularly when working in pastel shades 
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(hitsells all other makes 


COMBINED S$! 





“02 ne tist 


\ lers ry 
Zales Jewe 
Tulsa, Okla. $ ‘ 
DAN ENDERSO 
The John Shillito Co- 
Cincinnati, Ohio 


: | 
‘ 3 weeks: 


\ 
$ 8 JACK NIDES 


; Co. 
ides G-E Appliance 
Nides Beaver: Colo. 





ea" 


Ww ith sales records like these, no 
wonder dealers say it’s the hottest item 
in radio today! The G-E Clock-Radio 
was the first on the market and stayed 
in first place because it’s the world’s 
most useful radio, the No. 1 favorite 

of nearly 2 million families. Waking to 
music was a ten strike. The Automatic 
Servant another. All colors at one low 
price, a major triumph. And the super- 
powered model opened a whole new 
market. Better see your General Electric 
radio distributor today. 


General Electric Co., Receiver Dept., Syracuse, N. Y. 


SUPER-POWERED MODEL 535— off after you go to sleep, tells time 
Extra tube for distant stations. even in the dark. Luminous pointer 
Automatically wakes you up, turns for easier dialing. Rich cordovan 
appliances on or off, turns itself plastic cabinet. $39.95" 


*Subject to change without notice. Slightly higher West and South. 


Gou can ful your confidence cn 
GENERAL @@ ELECTRIC 
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. Sell “UNIVERSAL” 


tor the HOLI DAy 


| ' ff SLUMBER-SENTINEY 

, \ oo Adjusts Automatically 

UNIVERSAL fork | rar 
wish 


% 
heat controj 
a « self-adjusts to weather 








izer” dial for selection 
Se Of the warmeh preferred. 
et. Comfort SINGLE OR DUAL 
that CONTROLS 
For Every Customer Need 
i ‘ . 
sends you... available with ingle rbd 
77 ert / dual controls tie just the 
warmth of each half at the 
Now...with the long day done, Two SIZES 
ou slip into the drowsy warmth 
ot a a taviting bed. At ; Usti nle Bods 
once every tired muscle begins are Blaakens 
to relax in comfort. case. They wy arse either 
Over you is only the light two sizes—for — 
caress of a sheet and your 66" x 86", and in beds 
single, luxuriously warm size 72"x 
Universal Electric Blanket. 


Your eyes close . . . taut nerves 


relax . . . almost at once you're FOUR COLORs 

asleep . . . sound asleep. ° Faverite D 

And through the night you Decorator a 
slumber peacefully on, while asonheat ne Dogan ao 
the blanket’s guardian warmth wee Blond nom wide 
adjusts automatically to : harmoniously 
heater changes... . Loviienan color scheme. 
Get ... or give . . . this miracle Blue, ote or Hee r en 


of sleeping comfort! Choose 


ly large d 
from two sizes, generously larg iu ! . 
for twin or double beds, A XUR re 
| lavishly bound with rayon-satin PPEAR AN 
; ribbon, in exquisite decorator Eye appeal. «touch 
‘ 


shades of rose, green, 
heather or blue 


A 


sag) 
awotes yaaey A Ci eee Siw belt eew COMM 











will launch Universal's Fall Electric 
Blanket Promotion. Look for it on 
the back cover of Holiday Magazine 
—on the stands October 17th. 


PAGE 86 


OCTOBER, T9SI—ELECTRICAL MERCHANDISING 





SLEEPING COMFORT 


and all year round... 


UNIVERSAL Coat Blanka 


| ote fast-selling Universal Electric Blankets in your 
holiday program . . . the Perfect Gift for Perfect Sleeping 
Pleasure! Take advantage of the increasing market in 


electric blankets with Universal—make sales easier with the 


name that has been known for quality for generations. 


Sell the luxurious comfort of Universal Electric Blankets, 
their carefree, automatic warmth. Sell their fleecy softness, 
their lavish bindings and beautiful decorator colors. 

Join the host of dealers who have made BIG BUSINESS 


selling Universal Electric Sleeping Comfort! 








Make this beautiful, eye-catching Universal display the 
center of your electric housewares section. On your 
floor or in your window it’s a stopper that will sell 
more blankets. Puts all four colors, all three models 
on display at once . .. makes customer choosing easy. 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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DD 


val More Profits 


with EMERSON ELECTRIC HEATERS 





1. Low inventory investment... meet 
all quality heater customers’ 
needs with only two models. 
Fast delivery on re-orders! 


2. 5-Year guarantee ... the same 
guarantee that backs famous 
Emerson-Electric fans, assures 
customer satisfaction! 


3. Easy to sell... free mats, display 
cards and folders drive home the 
powerful story on Emerson's 
exclusive features, clinch sales! 








REAT 








e lustrous baked ivory enamel 


Emerson-Electric 


RADIANT HEATER 


A radiant heater with really 
big heating capacity. Built to 
Emerson's exacting top-quality 
standards. Radiates penetrat- 
ing heat in a wide arc. Exclu- 
sive 167 square inch chrome- 
plated reflector. Quick, cozy 
comfort. 





FANS « MOTORS 


St. Louis 21, Mo. 
Without obligation, 


for 1951 


Firm Name 
Attention 
Address 


City 


EMERSON |? ELECTRIC 





DELS 


EACH IN 2 POPULAR FINISHES 


¢ smooth baked metalescent bronze 


Combination 
RADIANT & FAN-TYPE 
HEATER 


Quiet, rubber-mounted fan-duty 
motor and exclusive Heatray- 
Reflectors combine penetrating 
fan-forced heat with a cheery 
glow. Non-tip design. Easily 
moved. Adjustable to direct heat 
where wanted. Exterior remains 
cool to touch. 


Contact your Emerson-Electric Distributor or write 
today for Catalog and Sales Help Folder No. 622. 


A THE EMERSON ELECTRIC MFG. CO., ST. LOUIS 21, 


MO. 


a 


please send me your new Catalog and Sales Helps 
Folder No. 622, giving complete information about your portable heater line 


Please print 


Zone State 


—---~ 





The Emerson Electric Mfg. Co., 


too oe ee ee ee ee ee ee ee ee ee ee ee ee ee es es ed 
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Dry Your Hair, Lady? 





items. The company began by giving 
away small throw rugs to housewives 
who would phone and ask a salesman 
to demonstrate the vacuum. 

Currently, in conjunction with its 
growing TV service business, the com- 
pany gives away free passes to one of 
the 17 Pacific Drive-in Theaters in the 
Los Angeles area and even contributes 
in cash to cover the federal 
taxes on these tickets. This give-away 
is especially useful when a company 
serviceman has to take a TV set for 
repair. As he leaves, the serviceman 
hands the two tickets and 
the 22 cents federal tax, “Take your- 
self, your husband and the kids 
movie tonight. We’'l your set 
back tomorrow,” he 

This tie-in with the 


22 cents 


housewife 


‘ 
have 
Says 

in theaters 


only 22 


drive- 

sts the appliance company 

the tax. The theaters furnish the 
tickets free. 

th these two give-aways in force, 

lo« king tor 

when the 


cents, 


S was something 


hair dryer 
he hair 

F “ve ever offered 

here’s so much enthusiasm for it that 


} ane one an 1d 
how it can ever grow old 


dryer is 


can’t see 


the first time, as far as I’m con- 


cerned, we have a give-away which is 
attachment. It def- 
new field for the 
t makes it, for the 


two-purpose ma- 


not just another 


itely opens a whole 
tank-type n 


first time, 


iachine 

a definite 

hine.’ 
Spencer 


cent 


is also proud of the 50 per- 
his salesmen. 
Salesmen get only qualified calls, which 
are double-checked by a telephone staff 
which sets up definite appointments. 
Salesmen are usually limited to four 
calls a day, which makes the sales 
percentage look even better. A sales 
contest is almost always in progress. 

Coupled to vac-hair dryer sales is 
a training program that “takes them 
green and makes salesmen out of them 
in two weeks.” 

The reason is tne kind of man you 
begin with. Take William G. Call, the 
tenor who has appeared in such musi- 
cal hits as the “Chocolate Soldier.” 
Recently Call arrived at a home to 
demonstrate a Royal with hair dryer 


sales achieved by 


CONTINUED FROM PAGE 64 





attachment. He found the housewife 
still at the grocery, but her husband 
was home. 

“Want me to demonstrate it 
way ?” Call asked. 

“Go right ahead,” he was told. 

So tenor Call retired to the bathroom 
where he submerged his head in the 
wash basin, and, while he was drying 
the water from his eyes, lit into his 
musical repertoire. The husband was 
fascinated. Here was versatility. Call 
strode back into the living room, fitted 
the cap to his head, turned on the 
machine, and as the vacuum purred 
he sat there singing while his one-man 
audience smiled in amusement. Half- 
way through the second number, the 
housewife returned. She burst out 
laughing. There was Call, a total 
stranger, sitting in her living room, 
an inflated shower-cap perched on his 
head, straining his vocal cords. 

She bought a cleaner. That’s where 
talent fills in the gaps, the embarrassing 
pauses. 


any- 


Training in Two Weeks 


and S's 
The first 14 weeks 
accompanying veteran sales- 
The green man goes with a new 
salesman every day. No one gives 
him any instructions, any hints. He’s 
expected to catch on by observing. 
During the last three days, he’s brought 
back to the store, and is shown how a 
vacuum looks inside. The machine is 
taken apart and he has to put it to- 
gether again. On Monday of the third 
week he attends his first daily sales 
meeting where a veteran salesman, 
taking the housewife’s part, introduces 
“herself” and asks to be sold a cleaner. 
While the new man turns on his 
personality and salesmanship, the 
“housewife” parries each sales line. 
Meanwhile, the other members of the 
sales force are sitting close by, and 
when the demonstration is it’s 
their turn to comment on the new- 
comer’s technique. 

“Tt’s all in good fun, but neverthe- 
less, it’s a serious phase of the train- 
ing,” Spencer. “Our salesmen 
sell themselves first. The item is 
absolutely “6 End 


how A training 


works. 


Here’s 
program 
is spent 
men, 


over, 


Says 


secondary 























"AN OLD SUBMARINE MAN DEVELOPED THIS MODEL FOR HIS WIFE.” 
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Now you get twice 
the sales jump! 


Progressive dealers will tell you that sales jump when they 
point to the Du Pont DULUX Enamel seal on appliance exteriors. 
That’s because people know Du Pont means quality. Today, more 
than 20,000,000 DULUX-finished refrigerators and thousands of 
other DULUX-finished appliances have gone into homes all over 


the world—real proof of DULUX acceptance. .-- DULUX on the inside, too. Identified by a special seal of 


And now when you open the refrigerator door, you can add 
twice the impact to your sales message with .. . 


its own, new DULUX Food Compartment Enamel is the result 
of years of Du Pont research . . . has proved itself in thousands 
of homes. Like its famous partner, this DULUX liner finish stays 
sparkling white for years . . . takes countless scrubbings . . . resists 
chipping. So be sure that your manufacturer supplies every 


| <2 TS 
* Thia .. = DULUX-finished refrigerator with both seals. Ask for them when 
“aa 


k (‘ you order . . . feature the szhen you sell! 
DUPONT SL =i es eature them when you se 


OULUX’ENAMeE, S\ 

6) | 
SSLINISH. 9) 
eS) 





Use these seals to close your deals 


“DULUX” IS AMERICA’S LEADING 
HOME-APPLIANCE FINISH 


DULUX Refrigerator Finishes 
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MORE PROF! Q OPPORT, UNIT: Y 


THE SYLVANIA 


The Greatest 


lin Feature 
in Television 


s 
EXCLUSIVE 


CYTVANIA 
HaLoLiGHt 


ee d Lighting” 
for le 
= av ; ing ¢ mfort to a Television Screen 
Greater TY Viewing Lo 
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HALOLIGHT | 


! 
Acclaimed from Coast to Coast! 


The First Application of Scientific 




















THE MADISON. 20 


Hand-rubbe oe ny Ve eneer 


abinet. Als ailable in Blond, 
The one ale a 


‘lls on sight” 
with HatoLicur. 








* Sylvania Trademark, 





a 
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Makes Picture Look Larger—Seem Clearer 


Se 2-75 |5 


AA FEA TURES ‘ ec ~“ 
4 UR CUSTOMERS a. 


© Perfect Interlace 
© “Triple-Lock“ 


KY 4 FOR: / Locks Out Interference ® Simplified Tuning 


® Black Tube 


© Wide-Angle Viewing 


® Wider Band Width 
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GOLDEN JUBILEE LINE 





And all these are just a few SYLVANIA Exclusives 


NEW and NEWS! 
RADIO-CLOCK 

New, No 
The only radio-clock combination that is 
different. Radio—Clock—Automatic Shut- 
off. They operate independently or together 
—only one easy-to-use control. Full five- 
inch speaker, shock-proof, low speed clock 
movement. Sturdiest plastic cabinet in 5 
Guild colors, also Ebony, Mahogany, Ivory. 


. 


) 


®@ Slanted Picture Window 


® Big Cool Long-Life Chassis 


®@ Superior “Fringe Area” 
Reception 
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vel, and NO Competition! 





A Golden Jubilee Chassis 
Beautiful Mahogany Cabinet 


High Pressure Laminated Veneer 


THE GRANT—17”. A sensational, new type of cabinet 
construction — Liquor-Proof, Burn-Proof, Scratch-Resist- 


ant. Cabinet features that clinch a sale in a feature-packed 
chassis. 


The Ultimate in Design and Cabinetry 
The Exquisite WASHINGTON 
20” Console Combination 


First in Television, Radio and Phonograph Combinations 
first in complete home entertainment. Life-size 20” Movie- 
Clear* TV with HatoLicut. AM-FM Radio, 3-Speed Rec- 


ord Player. Hand-rubbed cabinets, selected fine woods. 


SYLVANIAST 


Established 1901 — Great Name in Electronics 


1951 


ARIA 
P,P 


NEW and NEWS! 
THE ALL-CHANNEL SYLVANIA 
UHF CONVERTER 


The really simple-to-sell, simple-to-in- 
stall, simple-to-operate UHF Converter. 
Can be used with any set of any make, 
with or without a UHF adapter plug. 
Receives all channels. No internal 
changes. 


BIG, COOL 
LONG-LIFE CHASSIS 


Extra high voltage and extra perform- 
ance in “fringe areas.” Higher tube 
component with increased sensitivity. 


Television Sets; Radio Tubes; 
Television Picture Tubes; . Electronic 
Products; Electronic Test Equipment; 

Fluorescent Lamps, Fixtures, Sign 
Tubing, ‘Wiring Devices. Light 
Bulbs; Photolamps; Kadios. 
Sylvania Electric Products Inc., 
Radio and Television Division. 


254 Rano St., Buffalo 7. N.\ 
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ATTENTION - APPLIANCE DEALERS! 
for more SALES... 


more PROFITS 
Tes 








use 








Flue Sig STORE FIXTURES 


MORE SELF-SERVICE SALES 
All Merchandise is in the 
“Buying Range” 








Easy-to-See . . . Easy-to-Handle 
Easy-to-Buy 


Merchandise is alive with Buying Appeal 
when displayed on Filexo-Step Store 
Fixtures. Everything is in Full View and 


E Gsoch. | d Sal d ; h H H ki 
cosy fo, Reach. Increased Soles ond Enjoy these Time-Saving ... Money-Making 


Enthusiastic Merchants say it is impossible 


«shou a Good Selling Display with Flow-Stye ADVAN TA G E Ss 


Unlimited Flexibility. Individual Steps Removable . . . Easy to Effectively 
<4 OPPORTUNITIES Display Merchandise of any size or shape. (Note roaster and mixer ) 
TO‘START INCREASING 


Mere Self-Service Sales because All Merchandise is in the ‘Buying Range” 
SALES IMMEDIATELY 
\ 


More Impulse Sales because All Merchandise is Easy-to-See . . . Easy-to-Handle 


5 x= 5 ft. More Selling Space . . . 50% More than Conventional Equipment 

Flexo-St 

——- Rounded Step Corners Encourage Customers to Circulate around Display ... 
Exposing More Merchandise for More Sales 


Su lO Sliding Doors in Base Permit Easy Access to Storage Space 
a. . 

L ~_ Flexo-Step Expertly built of Strong Veneers by Fixture Craftsmen, Beautifully Finished 
= Island 


Shipped Completely Assembled . . . Ready to Make Immediate Sales for You 
ADD SALES CO. © 714 Commercial Street © Manitowoc, Wis. 


5x 15 ft. 
Flexo-Step 
Island 


Add Sales Co. 
714 Commercial St. 
Manitowoc, Wis. 

Please send me without cost or obligation your 
descriptive, illustrated circular on Flexo-Step Store 
Fixtures with Price List. 


5 x 2% ft. — ; , Name 
Flexo-Step ~~ ‘ : Her —_ 
Side Wall Unit f 7 ree 





City 








| 


Block by Block 
and Door to Door 
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consciousness by this contact that Carl 
just naturally gets a nice percentage 


of their purchases and it builds store 
sales like nobody’s business. 


4. By working together in fours the 


| . . . 
| salesmen get a cooperative stimulation 
| that keeps each one on his toes. When 


a salesman comes out of a house and 
reports a nice sale it gives the others 
a shot in the arm and a renewed de 


termination to keep after results. 


Survey Approach Opens Doors 


“How does the salesman get his foot 
in the door and keep the lady trom 
sicking the dog on him?” Holley was 
asked. 

“Well, each salesman naturally 
works out his own method,” he replied, 
“but we have several suggestive ap- 
proaches that break down suspicion 
and create a friendly atmosphere. For 
instance, the salesman may knock on 
a door and tell the lady he wants to 
make an appliance survey of her home. 
In checking with him the appliances 
she uses she will very likely disclose 
any real interest she may have in new 
purchases. This opens up the oppor- 
tunity for which the salesman is look- 
ing. If she expresses no interest in 
buying anything he will keep the sur- 
vey information on file for a later 
feeler.” 

Another method is the service ap- 
proach. The salesman may offer to 
check all the lady’s appliances for 
faulty performance and either adjust 
any minor trouble or, if it requires 
shop work, tell her what is needed. In 

large percentage of cases there are 
ne or more gadgets or major appli- 
ces giving trouble. Suppose the 

io has gone haywire. The lady 
dreads the cost of repair. If the sales- 
man puts it back to work by merely 
ghtening a loose connection and mak- 


lady 


ing no service charge at all the 
1S pleased 

The survey approach, as Holley uses 
it, is by no means a slick trick to get 
into the house or to unfairly disarm 
the lady’s resistance. Every General 
\ppliance salesman does survey the 
needs of each home whether or not he 
gives that as a reason for coming. By 
questioning, or merely looking around, 
1e learns the approximate age of the 
refrigerator, the number of electric 
fans or the kind of service rendered 
by any appliances that may need re- 
placement. Also he learns whether the 
home owner has a freezer, dish washer 
or television set and feels out the buy- 
ing intentions. This information on 
every house, well catalogued, gives 
Holley an invaluable prospect list for 
later follow-up. 


Long-Term Results 


Carefully selected literature on what- 
ever appliances the house most needs 
is left in every home. This casting of 


| bread on the waters pays off well. 


“For example,” said Carl, “a man 
came into one of the stores yesterday 
(Continued on page 96) 
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Tho Ray-Voe quarariteo— 
Hores proof @ 
that if quararttoos 
cucfomor satisfaction Feseemerg 


battery, send it to us with 
the batteries and we will 
Sive you FREE a new 
comparable flashlight 
with batteries. 


» RAY-0-VAC LEAKPROOF 
aa «¢¢ It is a pleasure to buy the products CELLS STAY FRESH 
\ of a company that honors their guar- 
antee in such a prompt manner and 
as a result I can speak only the best 
of the manufacturer and products.” 


(signed) W. H N ‘ 


Baltimore 18, Maryland 








CC If this adjustment (replacing flashlight) does not 
help you sell more flashlight batteries in this 
neighborhood, it will not be my fault, as I will 
plug them whenever I get the chance.”’ 

(signed) David Allen Graber, 
Mt. Pleasant, lowa 








€¢€ It makes me feel very pleased and satisfied to be 
proven that any firm can be so willing to 
back their products as you.” 
(signed) Louis L. Karish, 
Biwabik, Minnesota 


@ Yes, that’s what they’re saying . . . those folks who have taken us up 
on our guarantee. 


There aren’t too many people like these, though, because trying to find 
a faulty Ray-O-Vac LEAK PROOF battery is like looking for the proverbial Here it is! The famous Ray-O- 
needle in the haystack. Vac LEAK PROOF flashlight bat- 


The Ray-O-Vac LEAK PROOF flashlight battery is built to outlast and tery. It's the battery that tig 
outperform all others. It’s sealed in steel—top, bottom, all around. But = Light when ag need a 
...in the few cases where something has happened to damage a flashlight It's _— of a family of highest 
... well, you can see what we’ve done about it. quality batteries for portable 
radios, flashlights, lanterns, 
telephone systems, hearing 
aids, and others. 


Satisfied customers like these are as good as money in the bank to you. 
They’re a solid foundation for your profitable and growing battery business 
... with Ray-O-Vac. 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN + RAY-O-VAC CANADA, LTD., WINNIPEG, MAN. 
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MAJOR APPLIANCES 
Oct. 1 Maytag Washer & Range 


pread, color 


Oct. 
Domestic Sewing Machines Pg. 
Bendix Automatic Dryer —'4 pg..€ 
Oct. 8 Hotpoint Automatic Washer & 
Dryer spread color 
Frigidaire Refrigerator—page, ¢ 
page, ¢ Oct 


Westinghouse Range—page, color 


Lewyt Vacuum Cleaner 
Bendix Gyromatic—4 page, color 
Eureka Vacuum Cleaner—4 pg 
Oct. 15 Hoover Vacuum Cleaner 
spread, color 
Admiral Refrigerator—page, c. 
Bendix Economat—page, color Oct 
and page 
General Electric Vacuum Cleaner 
page, color 
Norge Automatic Washer—pg., c. 
Westinghouse Laundromat 
page, color 
General Electric Dishwasher—pg. 
Singer Vacuum Cleaner—} pg., c 
Duo Therm Heaters—'4 page 
General Refrigerator-Stove Com- 
bination —42 lines 
Oct. 22 Borg-Warner Institutional—pg., c. 
General Electric Refrigerator- Oct. 
page, color 
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Necchi Sewing Machines—\ pg., c. 


Eureka Vacuum Cleaner—\ pg 

29 Firestone Appliances—spread, c. 

General Electric Vacuum Cleaner 
page, color 


Bendix Economat—'4 page, color 


SMALLER APPLIANCES 


AND HOUSEWARES 
. 1 Aer*a*sol Household Deodorant 
page 
Hall Mack Bathroom Accessories 
4 page, color 
General Electric Sandwich Grill- 
Waffle lron—ly page 
Excello Kitchen Towels—14 lines 
- 8 Sunbeam Shavemaster—spread, 
color 
Schick Electric Shaver—page, c 
Sunbeam Toaster—page, color 
Westinghouse Lamps—page, color 
Honeywell Automatic Controls 
page 
Mary Proctor Ironing Set 
4 page, color 
General Electric Toasters—¥ pg. 
Camfield Toaster—'4 page 
Clorox—¥% page 
Cadie Polishing Cloths—28 lines 
15 Brillo—page, color 
General Electric Bulbs—page, c. 


Oct. 22 Schick Electric Shaver—page, c. 


Oct. 29 Glass Wax—page, color 


Even the 
me why 
was 


Robert Crandell, owner of Packard Radio, Chicago, 
has staged LIFE promotions every month since 
his first in October of 1950. He says: 


66 Wy LIFE windows and displays have done a con- 
sistently tremendous job for me. Here’s just one ex- 
ample—in comparing the months of June, 1950 and 
June, 1951, I noted a 250% increase in record sales 
..-a@ 30% increase in appliance sales ...a 210% 


increase in my service department... 


Even the bank asked why business was so good, 


My answer? LIFE.” 


Tie in with these fast-selling LIFE- 


Sunbeam Mixmaster—page, color 

O’Cedar Dri Glo Furniture Polish 
—page 

American Thermos Bottles—'4 pg 

Osterizer and Oster Mixer—4 pg. 

Burgess Battery—14 lines 


Oct. 8 Beautyrest Mattress—spread, c. 
Koroseal Home Furnishings— 
spread, color 
Flexalum Plastic Venetian Blind 
Tape—'4 page 
Restonic Mattress—l4 page 
Oct. 15 Englander Mattress—spread, c. 
Fieldcrest Electric Blankets— 
page, color 
Firestone Velon Upholstery— 
page, color 
Koolfoam Pillows—page 
Playtex Pillows—page 
Perm-A-Lators—56 lines 
Rymland Innersprings—28 lines 
Oct. 22 Daystrom Kitchen & Dinette 
Furniture—spread, color 
Alexander Smith Floor Coverings— 
page, color 
Kentile—page, color 
Lane Cedar Chest—page, color 
Flexalum Plastic Venetian Blind 
Tape—4 page 
Ostermoor Mattress—112 lines 
Oct. 29 Airfoam Super Cushioning—pg., c. 


Sunbeam Coffeemaster—page, ¢ 
Sunbeam Shavemaster—page, c. 
Westinghouse Bulbs—page, color 
Hall Mack Bathroom Accessories 
—Y, page, color 
Mary Proctor Ironing Set— 
V4 page, color 
Spackle Patching Plaster—! pg. c. 
Borg Scales—'Yy page 
Camfield Toaster—'4 page 


Super Kem-Tone & Kem Glo— 
page, color 

Sunbeam Toaster—page, color 

General Electric Toasters—'4 pg. 

Westinghouse Toasters—'y page 

Brillo—% page 


HOME FURNISHINGS 
Oct. 1 Alexander Smith Floor Coverings— 


RADIOS, TV, RECORDS, 
AND INSTRUMENTS 


Oct. 1 Crosley TV—spread, color 
RCA Victor Records—spread 


page, color 
Playtex Pillow—page 
Welsh Juvenile Furniture—¥ pg. 
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bank asked 
business 
$0 2000 


More and more appliance dealers have discovered 
this important fact about ‘‘Advertised-in-LIFE” 
promotions—like all good salesmen, LIFE sells 
more effectively when used continuously. 

For throughout the nation, 23,950,000 people 
read LIFE each week. And in the course of thirteen 
issues, a vast total of 62,600,000 different Ameri- 





cans are LIFE readers. 
So, give LIFE a permanent selling job in your 
store. LIFE will help you sell more appliances 


week after week after week. 


advertised products in your store. 


Oct. 22 Swiss Federation of Watch Manu- 
facturers—page, color 
Keepsake Diamond Rings—page 
Girard Perregaux Watches— 
Ya page 
Flex-Let Watch Bands—\4 page 
Oct. 29 Le Coultre Watches—page 
Marvella Pearls—'4 page, color 


Motorola TV—page, color 
Sylvania TV—page, color 
Oct. 8 Hammond Chord Organ—spread 
General Electric TV—page, c. 
Philco TV—page, color 
Stromberg Carlson TV-Radio- 
Phonograph—page, color 

RCA Victor Radio & TV—page 
Arvin TV—], page, color 
Raytheon TV—}4 page 

Oct. 15 Magnavox TV-Radio-Phonograph 

—page, color 

Motorola TV—page, color 
Columbia Records—page 
General Electric TV Tubes—page 
Lester Pianos—'4 page 

Oct. 22 Philco TV—page, color 
RCA Victor Radio & TV—page 
RCA Victor Records—page 
Raytheon TV—}¥4 page 
Hammond Solovox—\% page 

Oct. 29 Sylvania TV—page, color 


Holmes & Edwards Silverplate— 
Vy, page 
Oct. 8 Community Silverplate—page, c., 
plus %4 page 
Libbey Glassware—]4 page 
Oct. 15 1847 Rogers Bros. Silverplate— 
page, color 
King Edward Silverplate—\4 pg. 
Oct. 22 1881 (R) Rogers (R) Silverplate— 
page, color 
Oct. 29 Holmes & Edwards Silverplate— 
page, color 


Scotch Brand Cellophane Tape— 
page, color 


OTHER 
Oct. 1 d-Con Rat & Mice Killer—Y%4 pg. 
Alumatic Frames—¥% page 
Oct. 8 Pease Fabricated Homes—56 lines 
Oct. 15 Plantabbs— page 


STATIONERY REQUISITES 
AND CAMERA SUPPLIES 


Oct. 1 Burroughs Adding Machine— 
Vy page 
Texcel Cellophane Tape—l4 pg. 
Oct. 8 Eastman Kodak—page, color 
Scotch Brand Cellophane Tape— 
page, color 
Royal Portable Typewriter—page 
Texcel Cellophane Tape—'4 page 
B. B. Pens— page 
Flo Ball Pens—42 lines 


JEWELRY, CLOCKS 
AND WATCHES 


Oct. 1 Keepsake Diamond Rings—}Y, pg. 
Oct. 8 Telechron Clocks—page, color 
Wadsworth Watches—page 
Seth Thomas Clocks—page 
Girard Perregaux Watches—), pg. 
Swank Men's Jewelry—'4 page 


9 Rockefeller Plaza, New York 20, N. Y. 


Magnavox TV-Radio-Phonograph 
—Y page 


TABLEWARE 
Oct. 1 Westmorland Sterling Silver— 
page, color, plus 4% page 
Colonial Homestead-Royal China 
—page, color 
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Flex-Let Watch Bands—'4 page 
Oct. 15 Elgin Watches—page, color 
Le Coultre Watches—page 


Art Carved Diamond and Wedding 


Rings—)4 page, plus % page 
General Electric Clocks—'4 page 
Movado Watches—'%4 page 
Westclox Clocks—¥%4 page 
Krementz Jewelry—¥% page 


1951 


Oct. 15 Gibson Greeting Cards—page, c. 
Waterman Pens—'4 page 
Scripto Writing Instruments— 
42 lines 
Oct. 22 Eastman Kodak—page, color 
IBM Electric Typewriters—pg., c. 
Ansco Film—'¥4 page 
Oct, 29 Eversharp Writing Instruments— 
page, color 


First in circulation 

First in readership 
First in advertising revenue 

First with retailers 
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YOU cooK 


FASTER 
A. 


Se / 
Men —— 


OUT IN FRONT... IN 
SELLING NEW RANGES 
AND IN MODERNIZING OLD 
ONES ! IT STANDS ALONE! 


“How about you? Want more service profits 7" 


Extra dollars—dollars you need when appliance sales 
falter—are easy to corral when you really go after 
service business. Take electric ranges, for example. 
Thousands of homemakers would like to replace tired, 
worn-out surface cooking units with modern TK 
Monotubes*. But—they don’t know where to turn. 
Tell them and you'll sell em! 

It's no trick to get an order for Monotubes. Show 
Mrs. Housewife that you handle the same units now 
used by most range manufacturers on their new models 

. and the sale is half made. Then demonstrate how 
the TK Monotube’s exclusive “swivel action” makes 
for easiest cleaning. Explain the concealed, protected 
wiring. Show how TK Monotubes provide up to 
32.8% more contact with utensils for fast, economical 
cooking. Talk uniform heat. Demonstrate that there 
are no “hot spots” or “cold spots”, no trick switch 
positions to remember. By this time, you've got an 
order! 

If you’re not already handling TK Monotubes, it 
will pay you to investigate the many ways in which 
you can profit. TK Monotube replacement business 


TUTTLE & KIFT, INC. 


MOMOTUBE SURFACE UNITS + OVEN UNITS + TH INFINITE CONTROL « SWITCHES & 
_* M4 


atnndt, ay om 


is good business because (1) it’s easy to get, (2) it’s 
easy to handle, (3) it opens the door to other sales, 
(4) it builds good will, and (5) it requires but mini- 
mum investment and inventory. All you need to be 
in business are just 4 basic units and 9 pans! 

To help you tell homemakers where to get TK 
Monotubes, we supply a whole host of sales aids. 
Displays, folders, ad mats, window streamers and 
other promotional items. 

Get the complete story! Write for 
the new TK Replacement Unit 
Manual No. 5. It’s full of tips on 
how to ring up extra profits with 
TK Monotubes. Also contains com- 
plete information on TK Water 
Heater Units. Getyour free copy now! 


rh *T. M. Reg. U.S. Pat. Off. 


1823 N. MONITOR AVE., CHICAGO 39, ILLINOIS 
A SUBSIDIARY OF FERRO ENAMEL CORPORATION 


SELECTORS + WATER HEATER UNITS + FLATIRON UNITS © INDUSTRIAL ONITS 
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and bought a new refrigerator as a re- 
sult of a contact one of my salesman 
made with him at his home over a year 
ago. We didn’t know at the time 
whether we had impressed him or not, 
but that one call made him think of us 
when he got ready to buy.” 

The daylight calls at the homes de- 
velop into many callbacks at night 
when the deal has to be talked over 
with both the lady and her husband. 
General Appliance salesmen must be 
prepared to make such follow-ups 


Morning Sales Meetings 


Each of Carl’s stores holds a sales 
meeting every morning just before 
the house-to-house work begins. At 
the meeting the salesmen swap experi- 
ences of the day before and exchange 
suggestions about how certain situa 
tions should be handled. If one of the 
workers tells how he led a certain 
hardboiled prospect to the dotted line 
it may suggest a valuable idea to the 
others. If another worker has a lady 
prospect who is undecided about 
whether to buy a General Appliance 
refrigerator or a competing model, 
someone may come up with a sugges- 
tion that will help him clinch the deal. 
For example, the lady may want more 
for her used refrigerator on a trade-in 
than the salesman feels like offering. 
One of the other salesmen may have a 
good prospect who wants to buy a used 
refrigerator of that type and work 
with him in putting the deal over. 

Thus, the daily sales meeting keeps 
a selling salesman selling and a grow- 
ing organization growing. 

Sales workers operate on a straight 
commission with no salary at all and 





Too many appliance salesmen 
regard customers as merely dollar 
bills with legs. 





are making incomes up to $7,000 a 
year each under this arrangement. 
Some of them had no selling exper 
ence whatever before taking ym Gen- 
eral \ppliance work. 

“IT would just as soon hire a man 
who has never sold anything in | 
life as to get one who has made a 
sensational record somewhere else,” 
says Carl. “The old salesman has in 
ll likelihood used a technique entirely 
different from ours and would find it 
difficult to readjust to our methods. 

“T want each applicant to be neat in 
dress, have a good personality, be tact 


11S 


ful in his approach and have a car. | 
keep him in the store two weeks where 
he not only learns about the appliances 
he is to sell but also learns how to meet 
customers and talk sales. Then he is 
ready to go out and work the house- 
to-house canvass with the other sales- 
men. Since our method provides the 
new man with a close continuous work- 
ing association with the other sales- 
men, he learns fast.” End 
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lech ne her Auf uigeralie bike ut 


>. rigidaire Imperial 


The only refrigerator to give you the 3 best 


/t made ror once-a-week 
shopping / 


kinds of cold each with its own refrigerating 


system and positive moisture control! 





Completely sealed 
Locker-Top/ 


This big compartment 
keeps over 73 lbs. of meats 
and frozen foods, including 
1 trays of big super-cold 
ice cubes, wrapped in con- 
stant, zero-zone cold. 


Exclusive Refrig-o-plate in 
completely separate food 
compartment maintains 
super-safe cold. Eliminates 
dripping moisture. Automat- 
ically defrosts itself. 














Cold-Wall chilling coils 
in cabinet walls provide 
colder, more uniform 
temperatures, just the 
right super-moist cold for 
keeping fruits and vege- 
tables garden-fresh. Twin. 
all - porcelain Hydrators 
hold nearly a bushel. 








Wes Sey 


This 10 cu. ft. Frigidaire Imperial is differ- 
ent from the others because it has three sep- 
arate refrigerating systems in one refrigera- 
tor! What’s more, there’s plenty of “elbow 


Lifetime Porcelain interior, aluminum shelves 
that can’t rust and many more food-keeping 
advantages. 

And when you add to all these, the many 


The one and only Frigidaire 


Meter- Miser does it all! 


room” for a whole week’s supply of food. food-and-money-saving benefits of Frigid- 
aire’s SAFE COLD in Locker Top— SAFE COLD in 
the food compartment—and SAFE COLD in the 
Hydrators...you can easily see why the Frigid- 


All three refrigerating systems 
are powered quietly, economi- 
cally and dependably by a single 
Frigidaire Meter-Miser . . . 
simplest cold-making mechanism 
ever built. Only Frigidaire has it! 


And such outstanding convenience features 
as adjustable and sliding shelves, Hydrators 
that stack, exclusive Quickube Trays that 


give finger-touch ice service, easy-to-clean aire Imperial is such an outstanding value! 


Frigidaire reserves the right to change specifications, or discontinue models, without notice. 


ae 14 MILLION BUYERS HAVE SAID:“I'LL TAKE FRIGIDAIRE” AMERICA’S NO. 1 REFRIGERATOR 
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The Complete Line to Feature for 
SPEEDY TURNOVER and PROFIT 


on this Combination 
SANDWICH TOASTER and 
WAFFLER 4 


Most all-around handy electric appliance any home can 
enjoy! Beautifully designed, with these “stand-out” features: 


© EXTRA LARGE GRIDS — Easy to © HEAT INDICATOR For Correct 
Remove and to Keep Baking Temperature 

@ 130 Sq. Inches of Grilling Surface 

© INTERCHANGEABLE WAFFLE Grips 4 @-—-®emevable Dripping Pan 


Finished in lustrous chrome, with black plastic hdndles. Heavy duty heating 
element for years of trouble-free service. For AC of DC 110-120 Volt 
Current. Cord set furnished. 


No. 788—List—$12.95 


EMPIRE Automatic 


“Perco-Drips”’ 


Just the percolator every homemaker wants! Fully 
automatic—simpler to use than ordinary style per 
colator. Just plug it in—no regulating. Coffee 
stays serving hot for hours. Smartly designed 
lustrous aluminum, with plastic handle. Two 
handy sizes—5 and 9 cup. 


No. 1921—5 cup—$7.50 No. 1912—9 cup—$8.50 


This New EMPIRE € ees 
“SAFEWAY TRAVELITE” 

Blinks—Or Beams—Or 

Blinks As It Beams 


REAL SAFETY —red blinker light automatically 
flashes off and on. Twin switches light either 
spotlight or blinker light—or BOTH at the 
SAME time! Pivot-base directs light to any 
angle. Just the thing for motorists, sportsmen, 
truckers, farmers, vacationists. Ideal for boat 
landings. Uses 6-volt battery. Low operating 
cost. 
No. 958 List 
Prices Slightly Higher in West) 


Write for catalogs of the full line of “EMPIRE” Electric 
Housewares and Portable Electric Lanterns. 


$5.95 


Little Lady 


AND EMPIRE TOYS 


THE METAL WARE CORPORATION 


NEW YORK 
Sth Avenue 





TWO RIVERS 
WISCONSIN 


CHICAGO 
Reem }411A Merchandise Mer! 


Two Ways to Sell Space Heaters 
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BISHOP’S 


Heater sales were not restricted to 
just models. In fact the 
whole price range was covered. The 
average amount of each sale was about 
$120 and a power unit in- 
cluded in almost every sale. 


a couple oi 


air was 
The week after the promotion sales 
continued to run high and climbed to 
a total of 60 units. 
“We feel that it 
have a good promotion in 


was necessary to 
\ugust to 
bring in the early-bird sales,” Graham 
Barcley, says. 
“Last 
years, 


advertising manager, 
year, as well as in 
started later and used less 
emphasis than we are doing this year. 
At the rate are going now, we 
sell 200 heaters for the 
Our total last year was 135. 
We could have sold more had we been 
bl get heaters 
hitting the peak in our sales activity.” 


previous 
we 


we 
should 


over 


season. 


able to when we were 


Must Sell Women First 


Most sales for heaters lepend on the 
husband’s being on the spot before a 


le can be closed, although the store 
alw tvs tries to sell the heater to the 


in when she is present. 


rt 
“Before the husband will buy it is 
wife,” 


ll Barcley 


essary to sell his 


“Women 


ts when you have 


ints out. are better pros- 
created the desire¢ 
nds. The proof that we try 
that is that over 25 percent 
> eall-backs. In 

ry Six prospects we usually 
four and five 
ive returned for another look.” 
wo-day promotion was consid 
successful by Bishop’s be 

t brought more people to the 
t one time than is usual during 


fact, 


sometimes 


least 


It gave them an opportunity 
off early prospects, the peopl 
to buy early on basic needs 
gh the effect of both the news 
and radio 
good crowd 


paper advertising helped 
for the two day 


promotion, it also brought good traffic 


draw a 


for the two weeks following. 

In half a day, two weeks later, four 
nto the store, two of them 
Many of 


people came i 
woking for space heaters 
the people continued to come in asking 
f it would be possible to see John 
Wierengo, the Morley Bros. salesman 
“We, of 


same 


ibout their heating problems. 
could the 
The heater 
room arrangements, and 
‘e it, But, the prestige of 
announcing presence in the ad 


brought good attention to our intro- 


course, answer ques 
for 


where 


ions: proper size 
etc. 
his 


sales campaign,” Barcley 


been 


handling all trade 
in appliances from their warehouse on 
t side of town. But during 
week after the special promotion, 
les boomed at the warehouse. Seven 
heaters were sold in addition to 
heaters. Only two 
heaters were sold up to that week, and 
none had been sold in the main store. 
“We usually spend about $250 to 
$300 on advertising at the beginning of 


Bishop’s has 


ie other 


new 


several trade-in 


OCTOBER, 


the sales season,” Barcley says. “But 
this ying to take ad 
vantage of what we learned from the 
promotion in August. We want to hit 
the same program again in October or 
November.” 

Advertising cost drops off to about 
$75 or $100 during the latter part of 
the season, but Bishop’s doesn’t drop 
attention to heater until about 
April. Window displays are main 
tained until the end of the Christmas 
season. 


cley 


year we are 2g 


sales 


Gross sales for the promotion ran 
about $4,000. Advertising cost for 
both newspaper and radio was $1.29 
an inch (122 inches) for the newspaper 
and $85 for the 18 radio spots that ran 
during the three days. 

Following advertising ran about 30 
inches a week to keep interest high on 
space heaters and succeeded well 
that the usual personal follow-ups on 
prospects were unnecessary. 

For live demonstrations during the 
special promotion, Barclay wanted to 
install a heater by the front door. This 
would attract attention of any 
prospect who came in to look at furni- 
ture or Sut the 
city council ruled out that plan. In- 
stead, good window displays were used 
by the front door to attract attention 

» sure that attention was drawn to 

» window, cutomers were taken into 


so 


the 


merchandise. 


other 


vindow and shown various models 
Gave Pitch in Window 


Many of the prospects, although will 
watch a demonstration in the 

\\ w, felt better if the 
closed outside of the window. 
\lthough most of the sales made 
during the for cash, 


sale was 


promotion 


} were 


during the regular season 75 percent of 
sales usually are made on time. 
nstallation is included 


Delivery and 


with every sale. In addition, one sec 


and 


tion of pipe two elbows are given 
free by Bishop’s. For the premotion, 
Duo away a thermostat 
with each heater. Ordinarily, Bishop’ 
give no premiums or inducements, but 
offered nationally 
for their heaters 


Therm 


gave 


this was by the 


manufacture End 
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AND JOHN WOOD MAKES THE INTRODUCTION! SO TAKE A FRIENDLY TIP FROM JOHN WOOD... 
John Wood makes it easy for you to Call your jobber today! Ask him to te!l 
make new friends and new customers you all about the John Wood Friendship- 
... because John Wood advertising is Building Plan...and how you can take 
pointed up to do a big, localized job advantage of it... 
for you. 











help you meet the people in your neigh- 

borhood who need to make friends with 
a dealer, John Wood is releasing a bar- time you install a John Wood 
rage of national advertising; and makes Electric Water Heater . . . » ' 
available hard-hitting local newspaper for it's the finest, most de- 
ads, plus radio, direct mail, window pendable, trouble-free JOHN WOOD 


streamers, floor displays, etc. heater money can buy! 


You make a life-long friend every 

















QUALITY 
PRODUCTS 
SINCE 1867 


AUTOMATIC ELECTRIC WATER HEATERS XX __ fl eo tenn 


Conshohocken, Pa. Chicage 9, til. 
Toronte 6, Con, 








Ni 


eal I 


[an 


oe oe 
Ly 





Holid 


for entire meals can be prepared in advance, 


then frozen and 


ip on the big day 


lay meals are a cinch 





with Harder-Freez 


Now eve 


ryone 


ily can enjoy Thanksgiving, 


tmas and other special occasions! A 


you're always ready for unexpected guest 


too, with 
vegetables, 


best! In 


pies, 


upkeep; quantity and 


RRDER Cy) 


1. EM-10,N 

) t the y woys HARDE zco v 
“DISTRIBUTORS—DEALERS—Write for complete information 
and new line of HARDER MILK COOLERS 


® R-Freez cons e time, w 


fresh bread 
sist on Harder-Freez 


FOUR-WAY SAVINGS: on low price; low 


1, pastries 


for fan 


A big reserve store of meats, 


at 


10us 


seasonal food I 


many ways 


with _——_ 


si 


rh 


stored away for quick, easy 


} 


eir 


ha 


SeS; 


Two Ways to 
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Sell Space Heaters 





REYNOLD’S 


two daily papers, shopping news, and 
four weekly papers. Every issue car- 
ries an ad on space heaters as well as 
on refrigerators, rugs, living room 
suites, etc. In that way, many people 
are attracted to the store by one of the 
insertions, but often are worked into 
the sale of another article. “It attracts 
them to my store even if they see only 
one of my little ads,” Reynolds states. 


Negroes are Good Customers 


“Because most prospects coming into 
my store are working people, we get 
quite a few he says. “In 
ten sales is 
(See May 1951 
p ov, 
Negro 


as good 


Negroes,” 
of 
to the colored trade. 
ELECTRICAL MERCHANDISING, 
“Are you Overlooking the 
Market?”) They have been 
on credit sales as have white custom 


fact, about one every 


ers. All prospects are more interested 
in how much of a down payment is 
required rather than in the total price.” 

Reynolds seldom mentions the total 
price when selling the prospect. The 
terms have a greater meaning. “Natur- 
ally, they interested they 
come in asking about heaters,” Reyn 
olds points out. 


are when 
‘They usually would 
rather have a good space heater than 

Many of 
poorer people preter to keep their 
food on the window ledge, but they 
must have a heater to make sure 
kids will be warm.” 


they would a refrigerator. 
he 


their 


Reynolds always strives to keep at 
least one of every model of the entire 
line of heaters on floor, small 
This gives prospects a 
model 


his 
though it is 
| would 
be most suitable for their pay check 


whatever 


lance to see 


Satistied Customers 


By reaching prospects through cl 
better 
tting working people who, when 
better at passing along 

advertising that he 


brings in about 75 percent 


sified ads Reynolds has a chance 
of |} 
they buy, are 
vord-of-mouth 
timates 

I 
over 10 percent 

Most 
time they come into tl 


he wife will 


yrospects. Repeat sales 
little 
+ } 


customers won't buy the 


irs 
1 store. Usually 
shop around until she 


she then bring her 


the When 


in and want 


wants, 


ushand in to close sale. 


prospects come say they 
to look around, Reynolds usually stays 
iway until they look as though they 
warm prospects. 
Classified ads even bring in trade 
far-away areas. Most of the 
stores in the central business district 
have scared away the rural and middle 
class working people, says Reynolds. 
By adopting the classified ads for new 
he has 
far 


ire 


trom 


used appliances, drawn 
Irom towns 
Cadillac (100 to buy 
eaters and other appliances. 
Early in the season, Reynolds starts 
collecting payments or money toward 
the down payment. Since many of the 
people make their living from weekly 
pay checks, Reynolds urges them to 
itart early to put money down for the 


and 


people as away as 


miles ) space 


article they will want to pick up in 
October or November. In early 
August Reynolds had sold five new 
heaters, but all were sold with down 
payments and none had been delivered 
because additional money was due for 
the complete down payment. 

Operating with a small overhead, 
Reynolds has little need for pressure 
selling. People resent high pressure 
he says, so Reynolds handles 
his firm as a one-man operation. His 
installation and repair work is handled 
on contract with a private firm. The 
store is generally open only in the 
afternoon and each evening until 8:00 
p. m. or later, the hours which are most 
convenient for working people. In 
the morning he checks on deliveries, 
makes his own purchases for stock, 
appraisals for trade-ins and installa- 
tions, 


tactics, 


Many Install Own Heaters 


In over 25 percent of sales customers 
want to install their own heaters. It 
saves Reynolds the additional delivery 
and installation charges. Reynolds 
pays $4.00 for the delivery and installa- 
tion himself, but charges customers 20¢ 
each for the pipe and elbows. By 
virtue of the satisfaction he can give 
to his customers, he is able to get good 
repeat business. 

! into a 
as it loads 
payments 


Few, if any, sales can 
tie-in for other 

down the customer 
may be 


”e made sale 
items 
with which too 
heavy. 

“Classified advertising has done a 
good job and I think it has been very 
effective for the cost,” Reynolds says. 
“T could use the $150 I spend on run- 
ning ads for other types of promotion, 
but it would do less for me than sev- 
It is 
the type of thing that you can run 
daily, weekly and for months and still 
I start 
the ads in August and run them until 
about April 1. I only change the copy 
about once a week, so it doesn’t require 
work. However, the classified 
ids (at 8 cents a line) sell my merch- 


li End 


indise 


eral classified ads in each issue. 


feel each ad does some good. 


1 
much 


especially space heaters.” 








“I'M NOT ASKING YOU TO BUY, MADAM, BUT 

DO YOU MIND IF | TAKE FEW SAMPLES 

OUT OF MY CASE _ KINDA GLOAT OVER 
“EM?” 
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The makers of 33 leading washing machines say... 


“Use Surf in 


our machines!” 


and No-Rinse Surf is the only 
non-soap detergent all 33 
recommend to dealers 
and housewives! 


Free Years Supply of q 
NO-RINSE SURF (99 
with every washing machine r—) 


1. BRINGS “LOST™ SALES BACK TO LIFE! 2. KEEPS CUSTOMERS CONTENTED! 3. NOW! PULL PROSPECTS IN WITH 

No-Rinse Surf can turn your wringer-type machines You’re sure she'll stay sold, when you endorse THIS PROVED SURF PLAN! 

into work-saving wonders—and save the sales you Surf for use in your machines! Because No-Rinse Tie in with the tremendous success of No-Rinse Surf 
may lose when customers want an automatic, but Surf leaves not a bit of scum on the clothes or —as dealers everywhere are doing! Offer a free case 
balk at the cost! Just tell those customers: “With in the machine! It saves water! Saves work! of Surf with every purchase of a machine—and 
No-Rinse Surf, all you do is wash—wring—and the Even in hard water, Surf floats the dirt away. No watch the customers pour in! For full details of 
dirt rolls out!” And of course it’s equally ideal for need to bleach or blue. Surf gets clothes clean the plan, write Lever Brothers Company, Dept. 379, 
automatics! to the eye, soft to the hand and so fresh-smelling! 80 Varick Street, New York 13, N. Y. 


P. S. IT'S THE ONLY WASHDAY PRODUCT APPROVED BY THE U.S. TESTING CO. FOR “NO RINSING,” TOO! 
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Connection 
for Color 


Provides plug-in jack for at- 
taching an auxiliary Zenith 


color receiver when available. 


“Fringe-Lock” 
Control Circuit 


Produces and permanently 
holds finest pictures ever seen 
in weak or outlying areas. 


Provision 


for UHF 


Permits insertion of tuner 
strips to receive coming UHF 
stations without a converter. 


and 20 Inch ZENITH ‘'ELECTRONEX’’ TUBE TV! 


ns BY 


@ a ‘ee io 
a! i = pe {I Bact 


— - ~~ 


No. 12043R—17" No. J20S51E—20° No. J2044R—17" No. J2053R—20" No. 52026R—20" No. 32027R—17” 


ma ta wo feo fo rc - 


No. J2868R—17° Ne. 32040E—17" Ne. J2054R—20" We. 53069E—17° Ne. ‘y20ssr~20" No. 12030E—17" No. 52029817" | 


OCTOBER, 1951—ELECTRICAL MERCHANDISING 





Blaxide™ 
“Black” Tube 


Brings out rich picture con- 
trast in fully-lighted rooms as 
eye doctors recommend. 


“ELECTRONEX” TUBE TV. 


Automatic One- 


Knob Tuning 


Tunes in perfect-quality pic- 
tures and sound with one twist 


—no knob fiddling. 


Tilted 
Face Plate 


Works with wide angle es- 
cutcheon to cut down reflec- 
tions and annoying glare. 


with the 


WORLDS FINEST 


PULLAOUUS PUTORE 


MLA coacil 


Now Zenith's new “Electronex” Tube. Bina: bi 


you the “impossible!” A “full-focus” picture— 
sharp and clear over the entire tube face. A 
picture that stays in focus even despite the 
line voltage variations that throw ordinary sets 
out of focus. 

And that's not all! Powered by the amazing 
new Wonder-Chassis, new Zenith “Electronex” 


NEW ZENITH RADIO PHONOGRAPHS WITH 
FAMOUS COBRAMATIC* 








RECORD PLAYER! 


color receiver: new w “Fringe-Locke” Control Cir- o 


cuit, the famous Blaxide* “Black” Tube—they're 
all here to make this your biggest, best, most 
profitable TV selling season ever. 

Don't take our word for it... see this 
great new Zenith line for yourself! Sell fea- 
tures, sell Zenith. Sell new ‘Electronex"’ Tube 
Zenith TV! 


ei0nG orstancte RADIO 
and TELEVISION 


No. J1087R 


*Reg. U.S. Pat. Off. 
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How to“Emcee’ for a 


Customér-Quiz - 


When your customers put you “on the spot” with a 
quiz about the steel in products you sell, it will help 
you to know more about the basic adv antages of Armco 
Special-Purpose Steels. Take Armco ALUMINIZED, for 
example— it’s used in the combustion chambers and 
baffle plates of space heaters, and for oven reflectors 
in electric ranges. Do you know the answers to these 


questions ? 


Is Armco ALUMINIZED an aluminum alloy? 

No. ALUMINIZED is a specialty Armco product with aluminum 
bonded to the steel base by a hot-dip process. 

What advantage does ALUMINIZED steel have—in 

the vital parts of space heaters, say? 

The steel base gives strength; and the steel and aluminum 
coating together resist combinations of heat and corrosion— 
assure longer service life for the heater. 

What about heat reflection? 

That’s another important reason for the aluminum coating. 
Its high reflectivity increases heating efficiency. 
Furthermore, the aluminum surface resists heat damage 
at temperatures ranging up to 1250 F. 


Make a note of these selling points of Armco ALUMI- 
nizED. They will help you move appliances that have 
parts made of this Armco Special-Purpose Steel. Cus- 
tomers like to be told about plus values in products 


they buy. 


ARMCO 


STEEL CORPORATION 


2001 Curtis St., Middletown, Ohio ¢ Plants and Sales Offices from 
Coast to Coast © Export: The Armco International Corporation. 


PRM CO 


V, 
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Appliance Beauty Shop 





“We have two rental boxes which 
have been re-done, one in yellow and 
the other in pastel blue. The principal 
use for these is as replacements during 
the two to four days we keep a con- 
sumer’s appliance to work on it. We 
75¢ day for the rental, 
with a limit of three days. In other 
words, if it takes us four days to bring 


charge per 


back the customer’s own box, we still 
charge for only three. 

“These two were recently placed in 
the front of our shop, where they can 
be seen from busy North Galzen street. 
[ was amazed to find many people 
stopping and inquiring about prices 
for refinishing their home refrigera- 
tors in tones to match new kitchen 
color schemes.” 

Mr. Church has learned many oper- 
ating angles about running a refinish- 
ing service for profit in the six years 
since he got, almost by accident, into 
the field. “One of the 
wholesalers advertised 
refinish some 


New Orleans 
for a man to 
refrigerators,” Mr. 
Church says. “It happened that these 
turned yellow in a few months after 
they had been sold. 

rhe distributor made the owners a 
proposition: Would they be willing to 
have the boxes made new, instead of 
having them replaced, with the stipula- 
tion that if the job didn’t suit them, 
the wholesaler would immediately sup 
ply new appliances? The owners said 
yes and | got the job—I was then a 
painting contractor. It turned out so 
well that gradually I came to specialize 
in this. Now, appliance refinishing is 
our exclusive work,” 

The angles Mr. Church has learned 
ibout insuring profits in appliance re- 
finishing are these: 

1. Don’t “package-price.” He found 
that putting a single packaged price 
tag on the work wouldn’t “The 
amount of materials and labor needed 
varies too much from appliance to ap- 


do. 
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pliance,” he “One 


only 


states. may take 
a day’s work and routine ma- 
\nother may have 
dent repairs, other metal work done, 
Some unclean that it takes 
hours of air pressure hosing to remove 
encrusted grease and, sometimes, mold 
from the pans. The prices are based 
upon an estimate of the number of 
hours each appliance will require.” 

2. Don't offer in-the-home service. 
At one time Church did this. He 
found that it was too costly in time 
and labor to turn out a creditable job 
without the specialized machinery at 
his command in the shops. “Besides,” 
he notes, “these were lost-hours jobs 
because we couldn’t proceed smoothly 
with the work when the housewife, 
her kids and her servants were forever 
in our way.” 

3. Make a wise choice of paint. 
Most refrigerators, ranges and wash- 
ing machines are coated at the factory 
with baked enamel. But lacquer’s bet- 
ter, says Church. “First off,” he notes, 
“you can ‘spot’ lacquer in small ap- 
plications. You can even spot it on 
baked enamel as well as on other 
lacquer. But try to apply enamel on a 
spot and the result is a raised ‘moon’ 
that stands out like a sore thumb. Sec- 
ond, lacquer lasts at least as long— 
sometimes longer. With good prim- 
bonderizing on the bare metal, 
a lacquer job is ready to last prac- 
tically forever.” 


terials need to 


are so 


ing, anc 


Church also stresses 
the need to buy a good brand of lac- 
quer. “Also,” he says, “we stick with 
brand. That insures Tuesday’s 
pastel blue being invariably the same 
shade as Wednesday’s—something you 
couldn’t count on with a stock of dif- 
ferent brands.” 

Church’s equipment is neither ex- 
tensive nor expensive. It consists of 
DeVilbiss compressor, with assorted 
spray guns, electric buffers, and sand- 
ing blocks. End 


one 














“| WISH THE BOSS WOULD BUY A DELIVERY TRUCK!” 
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ALL OVER AMERICA.. 


Dearborn stays on top... year after 
year...in dollar volume of gas space 
heater sales! This public acceptance is 
a pretty good indication that 
everything must be close to being right. 
Why? Because Dearborn advertising, 
Dearborn sales policies, and most 
of all, Dearborn heaters are all designed 
to do just one job—to help you sell 
more and more Dearborn heaters! You 
can bank big profits on this year’s 
demand for Dearborns... 
and here’s why 5 


is: 


ge” % 
dl ee 


ORDER YOUR DEARBORNS NOW... 


Be ready for the big Fall heater sales. 

It's money in your pocket. . . if you can 
say “Yes"... when your customers say 
\ ..."l WANT A DEARBORN!" 


FEEE 


Send for illustrated literature on America's top-selling gas heater line. 


1700 West Commerce St. 5830 N. Pulaski Rd. 
Dallas, Texas Chicago, til. 
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... the world’s finest, safest gas heaters 


DEARBORN HEATERS 
¢ 
CLL, 
Give wall-to-wall comfort, more heat on less gas, 
are sized to fit any heating need. With famous touch- 
cool Safety Cabinet, High-Crown Burner, automatic 


lighting, fast-working Glo-Brite Radiants—you've 
got more heater to sell! 


DEARBORN DISCOUNTS 
We (tj 


Dearborn plays fair with dealers. No cut prices be- 


cause Dearborn heaters are worth the asking price! 


DEARBORN SERVICE 


a 


Dealing with Dearborn isn’t a hit or miss business. 
Dearborn keeps you supplied with the heaters and 
parts you need...when you need them! 


DEARBORN ADVERTISING 
AND MERCHANDISING 
4 
Wee 
Dearborn backs up your selling efforts with hard- 
hitting advertising and merchandising aids aimed 


squarely at your customers...makes your selling 
job easier, your profits greater! 


STOVE COMPANY 
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Dhey said the nucest things 
atoul BLA CK STONE MN wes 


® Mi 

With justifiable Pride, McCall's 
is Showing a duplicate of this 
i ---including the Black- 
stone Combination Laundry... 
at the New York State Fair in 
Syracuse and the Texas State 
| Fair. Later you Can see it at the 

AGA Convention at Sr. Louis. 

} 


M 


@ McCall’s told their 4,100,000 readers that “this kitchen really 
works ... it makes cooking and laundry easy and pleasant to do.” 


asons for selecting 

chen-laundry, Its m 
and Streamlined a 
Made it a favorite 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y, 





BLACKSTONE 


PRODUCT OF 
URER 
AMERICA’S OLDEST WASHER MANUFACT 
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HE materials situation for ap 
pliance makers became gloomier 
ind gloomier last month. 

Most appliance manufacturers ex- 
pected enough carbon steel in the 
fourth quarter to make sixty five 
percent as many products as in late 
1949 or early 1950. What they got, 
when the industry-wide allocation 
was announced by NPA, was 58 
percent of the base period 

This cut was bad enough. But 
hidden in the flurry of metals re- 
strictions were two factors which 
indicate further cuts are a_ real 
possibility. 

No. 1: Copper. Copper is the 
more important of these threatening 
tors NPA officials admit that 
s copper was handed out in the 
fourth quarter than consumer dura- 
bles manufacturers need to balance 
the steel allowed them 

his means that the 58 percent of 
carbon steel is not the real limiting 
factor. The real brake on produc- 
tion will be copper allotments, av- 
eraging 54 percent of the base pe- 
riod. NPA explained that it al- 
lowed relatively more steel than 
copper to encourage manufacturers 
to seek substitutions for the red 
metal. But substitution in one ob- 
vious direction—aluminum—was dis- 
couraged by cutting allotments of 
this metal to 46 percent of the base 
period. 

The strike in mines and smelters 


Electrified Still 
™/ 
\ 
ts Wh 


NEWS about the electric water heater 
really gets around—even into the 
Tennessee hills, where an enterprising 
moonshiner recently adapted his still 
to electricity. Electric heating elements 
can be seen inside the barrel. In- 
genuity was no protection against the 
revenue men, though. H. G. Tripp of 
Chattanooga's Electric Power Board 
made the picture above. 





New Cutbacks, Shortages May Slash 


Last Quarter Output to Half 


Use of steel set at 58 percent of base 
period; acute copper shortage, however, 
may force production back even further 


aggravated the copper problem but 
did not create it. The country had 
lost only about 20,000 tons when the 
government got its first injunction 
ordering unions back to work. Cop- 
per allocations had been stretched 
so thin compared to available supply 
that even this loss could not be 
absorbed. 

Super Priorities. So NPA did 
what it does not like to do under 
the controlled materials plan. It 
issued orders to producers of CMP 
copper products to put military and 
AEC orders in a super-priority of 
their own—to be filled before other 
authorized orders. In effect, this 
makes second-class paper out of all 
other CM P-approved orders for cop- 
per. This is contrary to the basic 
philosophy of CMP, which puts 
authorized orders from a _ toaster 


manufacturer on the same basis as 
orders from an airplane manufac- 
turer. 

If copper production again halts, 
or is markedly slowed down, NPA 
will have to face up to the next step 
—widening the super-priority list 
to include such big users of copper 
as electrical equipment and vital 
components, 

Nobody knows how much the mil- 
itary and AEC super-priority will 
reduce the amount of copper actu- 
ally available to appliance makers. 
NPA officials think it will have some 
effect, even if copper production is 
quickly restored. In short, that 54 
percent copper allocation—already 
the real bottleneck—will work out 
to be something less than that when 
appliance makers turn in their CMP 
tickets for actual metal. 


FRB Talks Tough to Violators 
Of Down-Payment, Trade-In Terms 


Warns that trade-in allowances must 
be realistic and based on cash price 


The Federal Reserve Board is 
getting ready to crack down on what 
it calls evasions of Regulation W. 
The practices involved aren’t wide- 
spread; indeed they are non-existent 
among reputable appliance dealers. 
3ut the Board wants to end these 
wherever they are, to halt unfair 
competition as well as to fight in- 
flation. 

Here's the kind of thing FRB is 
complaining about: 

Rigging prices, so that the new 
list exceeds the normal selling price 
by the amount of the down pay- 
ment; the trade-in accounts for the 
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difference. This way, the customer 
gets the appliance at the usual price, 
but doesn’t have to put up the down 
payment. 

Accepting dubious or non-exist- 
ent-trade-ins: 

Some dealers have been taking any 
old household item as an excuse to 
cut prices, thus shaving markups. 
The item is then used as the down 
payment; in some cases the cus- 
tomer is simply told to keep his 
trade-in. 

These evasions have been prompt- 
ed by the fact that sales continued 

(Continued on page 176) 


of ‘50 


Sheet Steel, Too. The other factor 
threatening further cuts is sheet 
steel. This came as a surprise. The 
steel industry has increased sheet 
output facilities by 30 percent since 
the Korean war began. 

Additional capacity was scheduled 
to come in next year, and predic- 
tions all pointed to a freer supply. 
But this additional capacity has been 
postponed due to the shortage of 
structural steel. 

NPA says demand for structural 
steel in the fourth quarter was 235 
percent of supply. After military, 
AEC and the aluminum expansion 
program got all they asked for, 
everyone else took big reductions. 
The steel industry itself got only 
half of what it wanted for furnaces 
and rolling mills, 

The slow-down in steel expan- 
sion was selective. NPA told the 
industry to go ahead and expand in 
those lines most needed by the mo- 
bilization effort. But it specifically 
clamped down on additional sheet 
capacity as not needed. This decision 
will be reflected in allotments to con- 
sumer durables next year. 


Hit Prize Jackpot 


ALMOST SURROUNDED by prizes, 
Mr. and Mrs. John R. Brooking, Kala- 
mazoo dealer in Bedford, Ind., accept 
congratulations from C. C. Whitcomb, 
vice-president in charge of sales for 
Kalamazoo. The Brookings were 
winners in a dealer competition based 
on the largest number of “‘golden 
jubilee” entries turned in by customers 
through store. 
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Gets a Shovelful of Dirt 
in 10 minutes 
from rugs and carpets 


. ---EUREKA DEALERS MAKE 
in most homes 


THIS SENSATIONAL GUARANTEE 
TO THEIR CUSTOMERS 


“Use the Eureka “3-in-1”” Wonder Cleaner in your home 
10 days. Then if you are not completely satisfied that it 
removes more dirt from your rugs and carpets in less 
time and with less effort, your money will be refunded 


and your 10-day trial will not have cost you a cent.” 


REMOVING DIRT FROM RUGS AND CARPETS ISA 
VACUUM CLEANER’S PRINCIPAL JOB 

A good 90% of the use of any vacuum cleaner is the 

cleaning of rugs and carpets. Eureka gets more dirt... 

by actual test, therefore, Eureka dealers may give the 

Eureka Automatic Model S-250 to anyone and feel com- 

pletely certain that it will remove more dirt in less time, 


and with less effort than any cleaner they have used before. 


*) Here’s the 3-in-I 
1)\ Campaign coverage you 
5 get this fall! 


la 





tell the sure-fire Money-Back Guarantee story. It’s a story that quickly 
catches and holds the attention... that stimulates action, plenty of 
MAGAZINE AND action, right away. Excited prospects say, "Prove it to me! | want to 


NEWSPAPER ADS  -_ for myself!” That de trations ... and demonstrations 


| sell the ''3-in-1" Wonder Cleaner. 


al 


NATIONAL 


ae oo 





Retry. a OFt0 


err" 
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PROMOTION ON Sin cesnes 


GETS QUICK SALES ACTION FOR YOU! 


THE SENSATIONAL NEW 


—- 
7?) 
{ 


A Py 
Never before has such a powerful and 


convincing sales story been made the central theme in a national WONDER CLEAY 
promotion on a vacuum cleaner...and it is our sincere belief 
that such a sensational guarantee can be made only by dealers 
of the amazing Eureka Automatic Cleaner Model S-250, now 
featured everywhere as the “3-in-1” Wonder Cleaner. 
In national magazines ... on radio and television ... and in 
leading newspapers, your customers will see and hear the 
“Money-Back Guarantee” that assures them of the super-per- 
formance of this marvelous new cleaner. 
In the absence of a striking and dramatic store demonstration 
... (a conspicuous lack in most stores) . ... dealers will find the 
Eureka “Money-Back Guarantee” the fastest and the easiest 
sales-maker they have ever used...a really effective way to 
actually close sales on a quality cleaner at a higher price. 


it's a beauty! Striking colors and flashing lights! 

EUREKA This spectacular new store and window display 

"3-in-1” piece features the sensational Eureka ‘'3-in-1" 

Wonder Cleaner Wonder Cleaner with power-driven floor polisher. 

STORE AND WINDOW 1: tells a fast sales story... and tells it well. 
LIGHTED DISPLAY Good size (54” x 39”)—rugged construction. 


Introducing Marvelous New 


EUREKA = in, Ms Pe el etn 


DISPOS-O-MATIC —— ie 
with 7" short hopper and exclusive, patented : 
“Hammermill” grinding action which does 3 QW 
not clog or jam. Equipped with 4 H.P. “ ' 


Capacitor—Start Motor and forged brass 
impellers. Meet the growing demand with a 


better product... pile up big new profits. Eureka Williams Corporation - Bloomington, Illinois 
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HERES HOW TO MAKE AN 
EXTRA PROFIT 


on every sale of one of these 
famous space heaters 





Show your customers this easy 
to install Automatic Control 
for SPACE HEATING 


ANYONE CAN 
INSTALL IT! 


There’s an A-P Comfort Con- 
trol actually engineered to fit 
any of the heaters and floor 
furnaces listed here and in 
stallation is so simple that any 
one can do it. Just mount con 
version top on present manual 
control; connect to thermostat 
and transformer. That's all 


there is to it! 


Wee your customers buy a space heater, 
you can offer them all the luxury of true 
automatic, thermostatically controlled heat 

equal in performance and convenience to the 
most expensive kind of heating! This means 
easier selling, because every customer wants 
this comfort and convenience, plus the economy 
of no wasted heat and substantial fuel savings! 


Yes, you can make an EXTRA 
PROFIT on the sale of every space 
or trailer heater, if you'll simply 
show your customer an A-P Com- 
fort Control. Available for floor 
furnaces, too. Write for Bulletin 
T-6, today! 





ALLEN’S 

BARNES 
BENNER-NAWMAN 
BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canodo) 
CREST (Conada) 
CREST-AIRE (Canada) 
CUSTOM AIRE 
DOMESTIC 

DRACO FIREBALL 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Conoda) 
ESTATE HEATROLA 
EVANS 

EVEN-TEMP 


FAWCETT TORRID- 
OIL (Canada) 


FESS (Canada) 
FINDLAY (Canado) 
FLOOR-O-LATOR 
FLORENCE 
GILLEN 

H. C. LITTLE 
HERCO HEAT FLO 


(Canada) 
INTERNATIONAL 
JUNGERS 
KEMAC (Canada) 
KLEER-KLEEN 
taco 
LONERGAN 
MAGIC CHEF 
MARCHAND 
MONARCH 
MONARCH (Canado) 
MONOGRAM 
NESCO 
NORGE HEAT 
ORAN 
PERFECTION 
PREWAY 
QUAKER 
QUAKER (Canada) 
SAFEWAY 
SCOTSMAN 

SIEGLER 

SILENT FLAME 
SUPERFLAME 
THERMO-PRODUCTS 
TORRIDAIRE 
VIKIMATIC 


WASHINGTON 
FRUGAL 


“DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space-heater specifi- 


cations by A-P Controls Corporation 


for 19 years America’s foremost 


manufacturer of controls and valves for oil and gas-fired furnaces and 


space heaters. Makers of famous A-P valves, controls and accessories 


for refrigeration equipment. 


News 


Anniversary Program. 
“salon” showings of Scott radio 


Special 


phonographs and television sets wiil 
be held by Scott dealers this fall to 
commenorate the firm's twenty-fifth 
anniversary. National announcement 
of the event is slated for the Novem- 
ber issue of Holiday. 


Better Business. Radio stores were 
the only type of independent retail 
outlets which did not register sales 
gains in the first six months of 1951 
as compared to the same period last 
year, according to the Dept. of 
Commerce. Business in radio stores 
was off two percent while household 
appliance stores reported gains of 
five percent 


Complete Plant. Given Mfg. Co., 
manufacturers of Waste King gar- 
bage disposers, has completed a new 
four-acre plant in Los Angeles. The 
building contains facilities for pro 
duction, engineering, research, pur 
chasing, and sales, marketing, ad 
ministration and executive offices. 


& 
Work on Addition. Work is now 


under way on a 35,000 square foot 
addition to the Bueter Rd. plant of 
Magnavox in Ft. Wayne, Ind 


Kitchen Film. A 20-minute sound 
film portraying a “successful for- 
mula” for the sale and installation 
of complete kitchens has been re 
leased by Hotpoint, Inc. A similar 
film on the complete home laundry 


na ilso been produced by Hotpoint 


Trade-in Premium. A 16-piece cut 
lery set to be used as a trade-in 
premium toward new Lewyt vacuum 
cleaners is being made available to 
Lewyt dealers. The set consists of 
a six piece steak and grill set, a 
three piece carving set, a four-piec« 
utility set and a three-piece butcher 
set. It will be made available to 
dealers at “a fraction” of its nominal 


$29.95 retail price 


Briefs 


New Ad Series. The fall ad cam- 
paign of the receiver sales division 
of Allen B. Du Mont Laboratories, 
Inc., will place emphasis on the “in- 
sides” of the firm’s TV sets. The 
campaign will be keyed to the slo- 
gan “Look Inside. . . Then Com- 
pare. . . See Why Du Monts Do 
More”. 


New White Bulb. A fourth bulb has 
been added to General Electric's 
new line of “white” lamps contain- 
ing an inside coating that spreads 
the light evenly over the entire sur- 
face of the bulb. The newcomer is 
a 60-watt bulb 


Set Prices. Retail ceiling prices of 
$24.95 and $29.95 for Dorby inira- 
red broilers have been approved by 
OPS. After October 19 Dorby must 
pre-ticket broilers with the estab- 
lished prices and on and after No 
vember 17 no retailer may offer or 
sell the broilers unless they are so 
marked 
* 


Sponsor Recipe Contest. General 
Electric has joined with Pillsbury 
Mills in sponsoring and promoting a 
nationwide baking and recipe con 
test with $50,000 worth of appliances 
is bonus prizes. These awards go 
t prize-winners who submitted 
their recipes on blanks obtained 
from and signed by G-E dealers 
One hundred senior and junior con 
testants will compete in a “bakeoft” 
final in New York in December 


Sales Up. Sales of the Coleman Co., 
Inc. for the first six months of the 
year were up 28 percent over the 
same President 
Sheldon Coleman said that factory 
inventories of consumer goods were 
lower than a year ago and that dis 
tributor and dealer inventories were 
at “satisfactory” levels. 


Sales Picture. Sales and earnings of 
Cory Corp. during the second quare 


( tinued on page 112) 


period last year 


Compare The Old and The New 


OFFICIALS of the Bendix home appliance division of Avco Mfg. Corp. compare 
the original Economat washer with the 500,000th unit recently produced in 
the company’s Clyde, Ohio, plant. From left to right are V. C. Rice, director 
of manufacturing, Frank Ryan, advertising manager, and Judson Sayre, Avco 
vice-president and Bendix general manager. 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
2400 N. 32nd Street @ Milwaukee 45, Wisconsin 
In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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HERE’S A 
PACKAGE 
THAT’S LOADED 
WITH PROFIT! 





# YY 


Join the hundreds of Dealers who have 
discovered what the new “Mrs. America” 
Package Kitchen means to sales and profits! 


The “Mrs. America” Package Kitchen is eligible 
for FHA terms. That means you can sell it for 
$37 down—only $10.65 a month with 3 years to 
pay. And it also means that you can get all your 
money the day the kitchen is delivered! 

Now anyone can afford a complete American 
Kitchen. And your customers can take advantage 
of a substantial saving by buying the package 
instead of buying individual units. In addition, 
they can add to it whatever other units they wish 
and still take advantage of the sensational saving. 


Here’s what they get— 


54” double drainboard sink with deluxe 
faucet aerator and push-button spray 


* 
% two 21” base cabinets (tops in basic black, 
or at slight extra cost, in red-wing red) 

* 


two 21” wall cabinets 


%* two what-not shelves 


Take advantage of the nation-wide interest in this 
easy-to-afford, easy-to-install package kitchen. 
Take advantage of the liberal credit terms that 
make American Kitchens easy to sell. Tell your 
customers how easy the ‘‘Mrs. America’”’ is to get— 
how easy to install—how it will fit any kitchen. 
You know the famous high mark-up on American 
Kitchens—so, get in on this profitable business 
while interest is high! Mail the coupon at right! 


American Central Division (4VCO) Connersville, Indione 


VA 



























































LDK-96 ''Mrs. America’’ Package 
Kitchen—Only $369.95* complete! 


*Prices and specifications subject to change without notice 
F.H.A. terms effective at time advertising wos prepared 
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More National Advertising ... millions 

more ads than ever before will be” 

building better-than-ever business for every 

Myers Dealer throughout 1952! Toke full 

advantage of this history-making program! 

Make full use of Myers Dealer Aid Pro- 
. Starting now. 


MORE MYERS 


MYERS SOFTMASTER 


MYERS & BRO. 


A MESSAGE 
TO MYERS DEALERS: 


THIS MONTH begins the biggest 

promotional program in Myers 81-year 
history. You've always had the best of the 
water systems market with America’s 
most-wanted line. Now we're going all-out 
to make that best still better . . . 

investing thousands of extra dollars to tell your 
every prospect why MORE BUYERS BUY MYERS 
. . . providing scores of new and tested 
traffic-builders to boost your local selling 
effort. Remember: This across-the-board 
sales drive is in full swing right now. 

So the quicker you tie-in the more 

you'll cash-in! Get all details from 

your Myers representative without delay. 


Always 


oa eS a a . 


CO., Dept. W-58, Ashland, Ohio 


SALES-MAKERS! | ; 1] 


MYERS AUTORINSE 





Fully automatic water sof- 
tening—electrical controls 
do the work. Most unusual 
softener on the market 
today! 








Semi-automatic water 
softener. 44% greater 
capacity than any com- 
parable unit. Many special 
features! 


OCTOBER, 


NEWS BRIEFS 


eee CONTINUED FROM PAGE 110 me 


ter were ahead of the comparable 
period in 1950 but below first quar- 
ter results. President James Alsdorf 
attributed the second quarter dip 
to abnormal anticipatory buying by 
the trade during the first quarter, 
heavy field inventories and govern- 
ment restrictions. Profits for the six 
month period rose sharply. 


Plan Promotions. “Intensive” pro- 
motion of Oster appliances is 
planned for the coming year, presi- 
dent John Oster, Jr., said recently. 
First phase of the campaign was 
promotion of an article in Look in 
which Gayelord Hauser was shown 
using an QOsterizer. Posters were 
distributed to dealers throughout 
the country. 


Money Back Offer. A 30-day money 
back guarantee of the Westinghouse 
“frost free” refrigerator line has 
been announced by the firm in an 
effort to clear up customer confu- 
sion on automatic defrosting. In ad- 
dition, the company is offering eight 
prizes of $250 each to dealers who 
submit winning letters written by 
satisfied owners of “frost-free” re- 
frigerators. Authors of the winning 
letters will receive a week-end in 
New York as guests of the company. 


Crime Show. Rudolph Halley, Sen- 
ate crime investigator, is featured in 
a new TV show, “Crime Syndi- 
cated”, now being sponsored by 
Schick, Inc. The show will be tele- 
vised on the CBS network each 
Tuesday night. 


Credit Arrangement. The Bendix 
television and radio division of Ben- 
dix Aviation Corp. has reached a 
nationwide financing arrangment 
with Commercial Credit Corp. for 
financing the sale of its consumer 
goods products to dealers and con- 
sumers. 


No Focus Coil. General Electric has 
begun production of TV _ picture 
tubes designed to operate without 
focus coils. The new tubes save im- 
portant quantities of copper, nickel 
and cobalt. Elimination of the focus 
coil will also mean a “considerable” 
cost saving for receiver manufac- 
turers, G-E officials said 


Lease Plant. Stromberg Carlson Co. 
has leased an additional building in 
Rochester, N. Y., for expansion of 
manufacturing facilities of its sound 
equipment division. 


Move Offices. The National Assn. 
of Electrical Distributors has opened 
larger headquarters in New York. 
Formerly located at 500 Fifth Ave., 
the Association now has headquar- 
ters at Norway House, 290 Madison 
Ave. 

= ° 


Expand Market Space. Admiral 
Corp. has added 2,000 square feet of 
(Continued on page 116) 
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Feature these popular combinations from the 


WLLL iy line by 
Hum 00 bo WOH 


e BEAUTIFUL PERFORMANCE 


e Matchless pictures—new brightness — 
steadier, sharper with new A.G.C. 
e 3-speed fully automatic record-player—more 
than 4 hours continuous music. 


e Outstanding radio... superb tone from 
famous Stromberg-Carlson audio system. 


«» « BEAUTIFUL CABINETRY 


e Enduring designs, modern or period, cosas ae : 
. . . § NC = 24” combina- 

pre yo dt yV fashioned from choice hard woods. tion with beautiful pictures 

. AM radio. . . 3- ‘speed e Ten-step finish with complete hand-rubbing. as large as —— news- 
automatic record- layer. ; : paper pose. A FM... 
Inclined safety Tees to e Decorative perfection every woman 3-speed automatic record- 
minimize room reflection. demands for her home. — Model 24 RPM, 
Hand-rubbed mahogany 97: 
veneer cabinet. Model 317 
RPM4, $495° 


NEW WORLD Exquisite 18th CENTURY Authentic 
modern combination. 17” +4 _ riod instrument. 20” or 
TV...AM radio...3-speed anet - °"TV...AM-FM. 
automatic record-player In- oa : 3. fier! automatic record- 
clined safety glass. Gener- player. Mahogany veneer 
ous album space. Limed oak cabinet. Model 20 RPM, 
veneers. Model 317 M20, $785°. Model 119 RPM, 
$575° $750° 





Every Stromberg-Carlson combination brings you the extra values of 
Dual-Beauty. Feature Stromberg-Carlson. Let Dual-Beauty sell for you. 


Stromberg-Carlson television combinations are priced from $439.95* 
*Zone 1. Includes excise tax. Installation, warranty extra. 


Phere is nothing finer than a SPROMBERG-CARLSON .« 


Stromberg-Carlson Company, Rochester 3, N. Y. — In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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Everybody who sells heating equipment should 


/\ J\ f 
I! | | | yn People need a new kind of home. They need it 
B.. ” = because their way of living has changed . . . but their 
j bu aia houses (bound by convention) haven't. They’re still 
4 | | = me pretty much the same as in Grandpa’s day. They 
“s ; : eee have new gadgets, new appliances. And, of course, 
yl (2 hlaic! i central heating. But generally speaking, people today 
a Bl, wit Bl! } : don’t sleep any better, eat any better, or have less dirt 
; ? — a in their houses than Grandma and Grandpa did in 

So theirs. 





They're living in Model T's. On the highway or 
on the job, most people are strictly 1951. But when 
they come home, they put on a theoretical celluloid 
collar. And their wives wear theoretical bustles as 
they swelter over their modern ranges in much the 
same way Grandma sweltered over her coal stove. 
The fact is, the homes people live in shape their lives. 


Today they need a “Comfort System.” Central 
heating has changed houses somewhat. But, after all, 
it’s a one-season proposition. On the other hand, the 
new Carrier “Comfort System” keeps you comfort- 
able all year round. It’s the new Carrier Weather- 
maker* Air Conditioner. Here’s a single package 
you can sell that heats, cools, dehumidifies and cir- 
culates clean, filtered air. 


Built around air conditioning. That's the idea of 
the Weathermaker Home. Free from all climate and 
location restrictions, the Weathermaker Home can 
be designed and built as we want. When you sell the 
Carrier Weathermaker for such a home, you are sell- 
ing a new way of living. And we're going to help 
you sell it. 
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read about the @fze2 Weathermaker Home 


First, we'll give you the facts on the equipment 
itself — the Carrier Weathermaker Air Conditioner. 
We'll tell you why it’s far and away the finest year- 
round home comfort system available. We'll put the 
finest air conditioning background in the business at 
your disposal. And we're taking this story right to 
your customers, in a dozen national publications. So 
get the full story yourself... mail the coupon today. 





Alternate air travel for heating and cooling is just 
one Carrier exclusive in the new Weathermaker. It 
delivers the necessary extra air for cooling, and wastes 








no fan power. Other exclusives: high dehumidifica- 
tion; choice of return air and flue connections; 
burner and control assembly slides out for easy 
servicing; entire unit serviceable from one side. 


Fits anywhere. Basement. attic, closet, utility room. 
Only 43” deep, 52” wide, 70” high. Ships in sections 
to go through 30” doorways easily. Capacities: 3 hp. 
or 5 hp. of cooling with 100,000 to 140,000 Btu’s of 
heating, and 5 hp. of cooling with 150,000 to 190,000 
Btu’s of heating. For all types of gas. Available in 
220 volt, single or 3 phase, 60 cycle current. And the 
new Carrier Weathermaker Air Conditioner can be 
used in many types of commercial buildings. That's 
another part of the Weathermaker story we’re anxious 
to send you. Write for it today. * Reg. U.S. Pat. Of. 
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Carrier Corporation, 310 S. Geddes Street, Syracuse 1, New York 


Send me the whole story on the new Carrier 
Weathermaker Home. 


FIRM 


AIR CONDITIONING - HEATING + REFRIGERATION STREET 


city 
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NEWS BRIEFS 


One word tells a complete profit story... 


\ floor space to its showroom in the 
; \ se \ Furniture Mart in Chicago and has 
\ completely redecorated the space 
e 
es es 


3 Heater Ad Drive. Twenty maga- 
i ; ~ zines and approximately 400 news- 
Solid quality (for more than 89 years) papers are being used by Perfection 
. P or Stove Co. in its current advertising 
te 

is basic in WASHINGTON appliances. campaign on home heaters. The ads 
It’s a fact both you and your customers bby, | feature strip pictures and_ short, 
: | stream-lined copy. Local tie-in 

know. It makes the first sales easier, the 


material has been furnished dealers. 


next one almost automatic, when you e 


offer the complete line of quality cooking Design Winner. An electric bean 
as i pot manufactured by the West Bend 
and heating appliances . . . made by Aluminum Co. has been selected for 


a lisplay i he “good design” exhibit 
Gray & Dudley. Write for catalog. of the Chicago M olen 


of the Chicago Merchandise Mart 
e 


Extend Warranty. Thor Corp. has 
announced a five-year protection 
plan on the sealed mechanism of its 
spinner washers and will soon insti- 
tute a similar plan on wringer wash- 
ers. Spinner units will carry the 
regular one-year guarantee and pur- 
chasers may buy a four-year added 
warranty for $3. The five-year plan 
will be featured in fall promotions 


Cut Allocations. Increasing short 
ages of critical materials have forced 
the company to reduce its allocations 
of Toastmasters, W. E. O'Brien, 
general sales manager of the Toast- 
master Products division of McGraw 
Electric Co.. said last month 


Step Up Production. Production of 
TV sets by John Meck Industries is 
now at its highest rate for this year, 
president John Meck said recently. 


Ad Theme. The theme “A Lifetime 
of Beautiful Floors” and an illus- 
tration of one of the firm's early 
polishers still in use will be fea- 
tured in consumer advertising by the 
Regina Corp. this fall. Magazine 
advertising started last month and 
will continue through November 


New Committee Head 


Established 1862 


GRAY and DUDLEY CO. 


Nashville 3, Tennessee 


: : ote 
J. P. McILHENNY, left, vice-president 
in charge of sales for Waring Prod- 
ucts Corp., has been named chairman 
of the sales promotion committee of 
the electric housewares section of 
NEMA. He suceeds Robert M. Oliver, 
right, of Landers, Frary & Clark. 
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SUPPLIES SO MUCH FOR 
YOUR CUSTOMERS’ DOLLAR 


You sell more when you give more — and you do with Duchess. 
Compare Duchess on any basis. None can beat Duchess’ out- 


standing value in its four price brackets. None can wash faster 


— better — with less wear on clothes. None can show lower P-UPS 


service costs. None are bigger, better looking at any price .. . A 
Duchess’ easily demonstrated values plus liberal discounts FOR EVERY 
make it worth your while to date the 


Duchess NOW! 


THE NEW 
DUCHESS AIR DRYER 


Don’t pass up the extra 
profits from the new 
Duchess Air Dryer. Very 

compact —easily portable 
—removes up to 10 quarts 
of water from room air in 
24 hours. Retails for only 
$129.95. 


ih 


clothes ALL the time. Faster 
— easier on clothes. 


SILENT BALL BEARING TRANS- 
MISSION — Rugged power- 
ful, quiet. Worm hardened 
and ground to 1/10 of 
1/1000 inch. Worm gear is 
throat cut—costly but better. 


rolling space for thoroug} 
gentle washing action. 


DOUBLE WALL HQ 
JACKET — Keeps 
longer. Hi-Bake 
white enamel fig 
durable, beauti, 
clean with a da 


UNIFORM Gee ACTION ‘ \ JO ; 
(N THIS E Zone , 
tl f | 
4 ' 
TRIPLE FLEX SPIRAL AGITA- STRAIGHT SIDE, WIDE BOT- 
TOR— Scientifically spiraled TOM TUB — This big, spa- 
fins all the way up the cious tub provides greater, 
center post wash ALL the load capacity and a free — 


YOUR FUTURE WITH 


APPLIANCE MANUFACTURING CO. 
ALLIANCE, OHIO 


a, 
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} Last call! Or d er 
for Christmas 


Do your Christmas stocking now with 
these beautiful, new, 
“DESIGNED-FOR-SELLING” G-E CLOCKS! 


When the Christmas rush begins, don’t get caught with insufficient 
stocks of these beautiful, new G-E Clocks. Now’s the time to get in 
your full Christmas order. Later may be too late ... because, even 
now, the demand for these clocks is really terrific! And no wonder! 


These new G-E Clocks are tops for beauty, tops for value. And 
they’re taking the heart out of the spring-wound-clock business! 


What's more, G. E. is sending out more clock advertising mes- 
sages to your customers than any other manufacturer. First, there’s 
the popular ‘“‘Garry Moore Show” on T'V over the nationwide CBS 
network. PLUS . . . week-after-week advertising in Life, Saturday 
Evening Post, Look, Woman’s Day, Coronet and the Farm Journal. 
It’s the biggest advertising program in G-E Clock history! General 
Electric Company, Bridgeport 2, Connecticut. 


BEAU-ALARM — Luminous numerals and 
hands on handsome wood-grain background 
of dial. Shatterproof crystal. Styled in a case 
of sparkling ivory plastic. 





DOMESTIC—This kitchen clock has raised 
silver-colored numerals and ivory-textured 
dial. Crystal is shatterproof. In red, green, 
blue, and yellow 


MORNING STAR— Pilot light goes on and lets 
you know when alarm is set. Luminous hands 
and hour dots. In ivory-plastic case. Serves 
as handy night light, too 


PAGE 118 


CLANSMAN— Newest kitchen clock in color- 
ful plaids. Shatterproof crystal. Red sweep- 
second hand. In four brilliant plaids—red, 
blue, green, and yellow. 


DRUMMER—A new automatic alarm that re- 
sets itself. Luminous hands and hour dots. 
Shatterproof crystal. Red sweep-second hand. 
Ivory-plastic case 


CONCORD— Beautiful! Colonial reproduction. 
Mahogany case. Mahogany-colored hands 
and numerals. Scrolled ivory-colored dial. 
Topped by polished brass ornament. 
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PURR-A-LARM— Luminous hands and numer- 
als for telling time in the dark. Ivory-plastic 
case. Chocolate-brown dial. Shatterproof 
crystal. 


TWEED— Modern alarm with brushed-metal- 
finish case. Gold-colored numerals and hands. 
Red sweep-second hand. Textured tan dial. 
Wide base prevents tipping over in dark. 


CUE— New, low-priced alarm in ivory-plastic 
case. White numerals and hands on brown 
textured dial. Red sweep-second and alarm 
set hands. 
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your GE Clocks NOW 


selling! 











One of G. E.’s fastest-selling alarm clocks—with a great new 
selling feature added . .. luminous hands and hour dots! Modern- 
design case is made of attractive ivory plastic. Promote this big 
*‘plus’”’ bargain in your store now! 
YOUR PRICE $3.12 (six or more) 
Full profit . . . limited time only . . . order NOW! 

















THE DE LUXE CLOCK SHOP—Now .. . a complete 
clock department in only 4 square feet of floor space. 
Sturdy, permanent fixture. Eye-catching antique 
finish. Easy to set up. Simple one-plug connection 
for all lights and one clock. 
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These G-E CLOCK SHOPS are Guaranteed” to increase your clock business! 


‘ 


——— 
Ssss2t 


Increase your 
clock business or 
your money back! 


General Electric Company 
will refund the net cost of 
any of these display fix- 
tures if such fixtures do not 
increase clock business for 

3 nas 5 the six months following 

THE COUNTER CLOCK SHOP— ae te gdh sea 
THE JUNIOR CLOCK SHOP = Solid wood construction. An- Aa a toc 
—Counter or window unit tique finish. Green and gold 7 

imited space. s background. s 5 clocks. 0) se6 
for limited space. Holds »ackgro Hold clocks as ooeeesoeusesuseuees 
up to 12 clocks. Ready to use. 
*Provided government regulations or 
These Clock Shops—and a de luxe CLOCK SHOP UPPER SECTION other a ee —— do nos 
° . “ . artat production or deliveries, 

(not shown) —are available to you through a special “‘designed- ore 
for-you” deal . . . ask your distributor—today! 


NN a 
cocossoososoosoose 


Sssscs 


css 


Don’t Get Caught Short At Christmas . . . Order NOW From Your G-E Clock Distributor! 


Prices and specifications subject to change without notice. 


GENERAL @@ ELECTRIC 
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Poor Sales, Vacations 


imagine... Slash July Production 
Hot Water 


Many appliances slump to lowest 
as pure as marks in four years; production 


milk from of some items off 50-60 pertent 


a baby's 


AGGING sales, plus materials of last year. The month's total of 
| | shortages and summer vaca- 11,100 units was the lowest since 
0 l I ae tions took a heavy toll of appliance- 1946. Seven month output of 175,200 
radio-TV production in July as units was 11 percent behind last 
monthly figures skidded to the low- vear 
est levels in four years. Even the booming dryer business 
Refrigerator production, for in- suffered in July, the month's total 
stance, dropped below the 200,000 of 26,200 units being the lowest for 


mark for the first time since early the year to date but still 11 percent 
e|6|6° 1947. Range as 50 perce head of the able month | 
/ ange output was 30 percent ahead of the comparable month last 
off last year’s level. So was washer year Seven month production of 
¢ IN A production. And at no time in the 244,000 units was 61 percent better 
past tour years had ironer produc than last year. 


tion been so low. As far as produc- Ranges Drop. Range production, 

tion figures were concerned, there which had been comfortably above 

KEEPS WATER RUST- FREE eee ALWAYS CLEAN vas little good news in the appliance the 100,000 mark for most of last 
ndustry in July year and the first six months of this 
Cold Sales. Refrigerator output ar, finally dropped below that 
— . - ° Jul vas 199.616 units, compared lev n July Che month’s total of 

/ ! E > < Eve ar ‘ ply was. 4 Un —— ow : - 
IT’S A FACT! Fowler promises every user a constant sup} ly of 309,000 in June and 591,000 in nits was the lowest since 
; March. Th figures was 60 per yvember, 1949. It was also 52 per 
sparkling clean hot water from a glass-lined, rust-proof tank. 1950 and th nt behind July last year and pulled 
: : ’ s n month total was 21 percent th seven month totals (821,748 
Water never touches metal in a Fowler! Smooth, durable i see oceans gett ithe aad! has 2 aetna eats 
J gures 

porcelain enamel bonded to steel inside the tank provides sure pro- output also fell 
dropping over 13,000 

June total of 57,470 

ark was 31 percent be 

hind 1950 but the seven month total 


$58,951 vas still ahead of las 


tection against rust and corrosion, regardless of water conditions. 
Glass-lining is only one of many outstanding Fowler features 


that appeal to customers and make Fowler one of the fastest selling 


iv h i shu VI cu eaner production 
‘ f : cae , , . 161.000 unite the loweat 
water heaters on the market today. figure ; 1,000 units, the lowe 


nd 42 pet 


There's a lot to talk about 0 ep 
when you sell FOWLER : reezer £1 


GAS WATER HEATERS 
. » meieatiant 2 sey Ss _lowest — Burrows, Assistant Ad Manager 
Degien Sines, fee fg fie ag t= len neal te the total For G-E Lamps, Retires 


ict ! Na SU per ‘ rt Bur rows, assistant mat 
Oversized tapered heat five. * nt behind 1 last vea ger yr for General Ele 
Economy one-piece raised port month totals als ged well hind ric’s lamp di on has retired after 
burner. 1 5 he compar 
! ompany 
AGA approved. i advertising 
Capacities: i ~««developed by ind was in he ha ‘ell manager 


FOWLER 1 whopping $6 percent behind July division's Pacific sales di 
ELECTRIC WATER HEATERS 
Patented 3-way built-in insulation. 


Safe “Black Heat” external- me Imogene Goes To Work for Thor 
type elements. 


Copper heat trap. 
U.L. approved. 
Capacities: 5 to 80 gallons. 








Find out al! about FOWLER 
write fo omplete information today. 
MANUFACTURED BY 


FOWLER MANUFACTURING COMPANY 


2545 S. E. GLADSTONE « PORTLAND 2, OREGON 


- COMEDIENNE Imogene Coca apparently can’t believe all that John Haffon 
AG tells her in the course of a series of TV spot commercials on the new Thor 
automatic washer. At left Haffon insists that she won’t need a scrub-board 


and alarm clock to wash with the Thor while at right Imogene doesn’t seem to 

Chiu & Gjat- WATE R H EATE RS realize that even she can operate the new unit. Miss Coca will also be featured 
in newspaper ads, national advertising and in point of sale promotion material 
used to introduce the new washer. 
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Feature the 


‘TripleThreat 


Most beauty... Most tone... Most value! 


Arvin Stradivara is the finest table radio you can buy! 
All-new straight AC circuit. Fine hardwood imported 
mahogany veneer cabinet means console-like tone for 
cust s who d d the best in performance. Sells 





who wants outstand: 


Arvin Serenade is something entirely new in an AC/DC 
superhet with five tubes including rectifier. Styled in 
rosewood plastic with a modern flair, for your customer 


Arvin Rainbow is the famous shatterproof AC/DC set 
that stops traffic wherever it's shown! Choice of 6 House 
ond Garden colors—Cherry, Flame, Citron, Avocado, 





on sight to your quality trade! Model 551T, $49.95. and unmatched value! 


beauty, ing 
Model 553T, $24.95. 


erformance, Pebble, and Ivory. Your perfect price leader—the pre- 


ferred personal radio, Model S40T, $18.95. 


Arvin Radto 


Velvet Voice GY You can SELL the difference! 


Arvin Radio is making terrific gains everywhere! It’s 
the most complete radio line for 1952! Eight table 
radios in 23 color choices—six radio-phono combina- 
tions—straight AM or FM/AM~—prices all the way 
from $17.95 to $179.95! 


Arvin provides the right answer for every customer 
—with plenty of chance to trade them up for more 
profit. Incomparable styling. Unmatched Velvet 


Voice tone. All backed by a solid campaign of national 
advertising in leading magazines, plus newspaper 
mats, radio spots, car cards and displays to help you 
clinch sales. 


There’s still time to get in on this rich, fast-selling, 
profitable program for the Christmas trade. But 
there isn’t a minute to lose. Get in touch with your 
Arvin distributor now! 


Arvin Industries, Inc., Columbus, Indiana 
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Noblitt-Sparks Industri 


All prices subject to change in accordance with OPS regulations 
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His appliance business 
goes home with him! 


Operating in a town of 7,000, 

Jim Wehrli must get repeat customers 
or close up shop. Here’s how he 

has multiplied the value of his 
investment 25 times in four years... 


pane JIM WEHRLI, business hours never 

end. As the owner of Wehrli Home Appli- 
ances, 25 W. Jefferson St., Naperville, [Il., he is 
known by name to most of his prospects in this 
town of some 7,000 population. As a result, the 
whole town is his salesroom and his hours are 
unlimited. 

In a community of this size, the ability to 
develop and hold repeat business is the deciding 
factor between success and failure. 

How Jim has met the special problems of the 
small town appliance dealer and increased the 
value of his investment twenty-five times in 
four years is a story that every appliance dealer 


may read with profit. 

Jim says that the thing which first interested 
him in appliances was the seven dollars a week 
he was paid for sweeping the floors of an appli- 
ance store after school. One of a family of 13 
children, Jim worked for the Hermes Appliance 
Store while he was still in grade school. 

$y the time he finished, he had several years 
of experience in appliance repair. But in 1939, 
he left the business for a job with DuPont in 
Joliet. Then, after three years in the Marine 
Corps, he went to work for the Western Electric 
Co. in Chicago. For extra money, he worked 
nights and Saturdays for Mr. Hermes at the 


( Advertisement) 
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: ~ 
Wehrli Home Appliances, 25 W. Jefferson St., Naperville, Il. 


appliance store. 


Shoestring start 

“Mr. Hermes had been in the business for 27 
years,”’ Jim said, “but during the war, he 
worked for a railroad. After that, he operated 
the store on a part-time basis. Appliances were 
in short supply, so in 1916 he decided to sell 
out to me. 

“The selling price was $2,000. That may not 
seem like much, but it took everything I had 
and everything I could raise. That day in Sep- 
tember, 1947, when I opened for business, | 
couldn’t have bought my lunch with the money 
I had left. 

“Fortunately, the first woman who came in 
bought a new range. From then on, sales grew 
steadily, with one exception. Just to make my 
indoctrination complete, I lost $9.71 my first 
January.” 

At first, Jim ran the store by himself. His 
wife helped out Friday evenings, when all of 
the town’s stores remain open to catch the pay 
day trade. 

Service good for sales 

Jim soon began to attract attention, however, 
because his was the only store in town with 
appliance service facilities. In 1948, he hired 
his younger brother Jack to work three days a 
week on service jobs so he could devote more 
time to selling. 

For the past year, Jack has been at the store 
full time, and Jim will tell you, “He knows ap- 
pliances from A to Z. He has earned quite a 
reputation as a service man, and he can sell too. 
He develops a lot of good leads through his 
work in customers’ homes.” 

Service figured prominently in Jim’s plans 
from the outset. Even though he lost money on 
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it when he was getting started, he passed up 
factory service in favor of handling the work 
himself. “‘Doing our own service gives us extra 
contacts with the customer,” he says. ““What’s 
more, we have a better sales story to tell our 
prospects. 

“Take, for example, the many Naperville 
people who work in Chicago. These people are 
exposed to the offers of the big discount houses. 
We ask them to consider what happens when 
they need service. We show them how an appli- 
ance bought from us is our headache—not theirs 
—if trouble develops. It makes sense and it 
makes sales. 

“This approach is most effective, of course, 
when someone calls us to fix an item bought 
somewhere else at a discount. A lot of folks we 
first contacted through service are buying from 
us now.” 


He passes up TV boom 

Jim opened his store during the big rush for 
television leadership. He was faced with a de- 
cision on whether or not to stock television. 

“T decided against TV,” he said. “All my 
experience was in whitelines, and I figured I 
couldn't do a good job in electronics at the same 
time. I even sold out my stock of radios to 
make it 100%. 

“It worked out to my advantage. While other 
dealers were scrambling for TV sales, many of 
them let their whitelines slide. I put everything 
1 had into pushing whitelines and it paid off. 
I got customers from all over this area. People 
passed the word around that I specialized in 
whitelines and I chalked up new highs in sales 
volume.” 

In August, 1949, Jim moved up the block to 
the larger store in which he is located today. 

Because his market is comparatively small 
and because he has plenty of competition for 
the available business, Jim must depend im- 
portantly on repeat business. And repeat busi- 
ness means satisfied customers. 

Recently, a woman phoned that her iron had 
broken down in the middle of a big ironing. She 
wanted a new iron right away, but she couldn't 
get down to the store, and besides she didn't 
have the money. 

Jack, who took the call, sent the iron out 
immediately. A few days later, the woman’s 
husband came in to pay for it, and to express 
his appreciation. Before he left, he bought a 
$479 refrigerator. 


Contacts customers everywhere 

“T can’t afford to have a dissatisfied customer,” 
he said. “I see my customers on the street every 
day. I eat lunch with them, buy groceries from 
them, and get together with them at social 
affairs. You might say my business goes home 
with me. It’s easy to see what would happen if 
I tried to maintain an impersonal attitude with 
my customers.” 

Jim believes he does a better selling job by 
placing strict limits on the variety of lines he 
sells. His major appliances come from Hotpoint, 
Whirlpool, Estate and Speed Queen. 

“A good distributor means a lot to a small 
dealer,’ Jim will tell you. “The help I got from 
my Hotpoint distributor, the G.E. Supply Co., 
really helped me put it over when I was 
starting out.” 

To keep his volume growing, Jim is always 
ready to try a new idea. One idea that has 
clicked is his way of handling used appliances. 
You can buy a used appliance at Wehrli’s for 
about the same price Jim paid for it, and get a 
full year guarantee on your purchase. 

The guarantee covers all repair expense for a 
year, but if the item cannot be fixed, you get 
your full purchase price as an allowance on a 
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“Selective Area campaigns are my best buy,” says Jim Wehrli, shown here tearing one of his ads out of the Chicago 


trade-in. Thus. Jim sacrifices his profits on used 
merchandise for a “‘wedge’’ with which to get 
new customer contacts. 

“The only thing more important than a satis- 
fied customer,” he says, “is a customer to satisfy. 
You either sit back and wait for them or you 
advertise. | advertise.” 


Ads where they count most 

“To advertise right, you have to know your 
market. For example, | tried a few give-away 
promotions. In each case, I sold more of the 
featured appliances after the promotion than 
when a free item was offered with the sale. It 
proved to me that my prospects are not inter- 
ested in gimmicks, and that my advertising job 
is to sell the product.” 

Jim divides his promotion money among spe- 
cial events such as the annual Naperville Home 
and Auto show, film trailers every other week 
in the town’s one theater, ads in a local weekly 
newspaper, and Selective Area ads in the Chi- 
cago Tribune. The latter accounts for the bulk 
of his promotion expenditure. 

“As far as I can tell, everybody in this town 
reads the Chicago Tribune,” Jim said. ‘““There’s 
no medium I could use that would reach more 
of my prospects.” 

The Tribune’s large circulation ordinarily 
would make its advertising rates too high for a 
small dealer. But under the unique Selective 
Area advertising plan, the cost is divided among 
the manufacturer, the distributor and all of the 
participating dealers throughout Chicagoland. 

The ads in which Jim’s store name is featured 
circulate among the people best able to trade 
with him. None of the other dealers listed in the 
ads is located close enough to his store to offer 
competition. 


Tribune to be disployed in his window. 


“My Selective Area ads are just as effective 
in my trading area as if I paid the whole bill 
myself,” Jim said. “‘Local people always stop to 
read anything in the Tribune about our town. 

“Sometimes the results are immediate, and 
sometimes it takes longer. But the significant 
thing is my sales volume. It shows that the ads 
do have a definite, lasting effect on sales. Selec- 
tive Area campaigns get most of my advertising 
budget because they are my best buy.” 


* * * 


VANUFACTURERS: Your advertising is most 
effective when it gets the increased support of the 
dealer for your line. 

With the Selective Area plan, you give your 
dealer advertising which produces results he can 
see in his own store. This ts the kind of advertising 
thal stimulates his enthusiasm and support. He 
gels relail-store-type copy over his own name in 
Chicago’s No. 1 hardlines medium, reaching the 
prospects best able to trade with him. The cost is 
right for his budget. Yet the entire program is 


factory supervised and agency-placed. 


In the appliance field alone, more than $1,500.- 
000 already has been spent for Selective Area 
advertising by dealers, distributors and manufac- 
lurers—definile evidence that the plan meets the 
needs of the industry. More than half of the 
appliance dealers in Chicago and suburbs have 
made it a part of their promotion programs. 

The Selective Area plan is geared to today’s 
need for a more closely co-ordinated selling pro- 
gram. It can help you build the consumer fran- 
chise you want in the multi-billion dollar Chicago 
market. 

Ask your Chicago Tribune representative for 
complete information. 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


New York 
E. P. Struhsacker, 
220 E. 42nd St. 


Chicago 
A. W. Dreier, 
1333 Tribune Tower 


Detroit 
W. E. Bates, 


Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin, 
155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC 
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How do we know 
9 out of 10 
shoppers use the 


‘Yellow Pages’... 


WE know . . . because we check with 
homeowners, housewives and business- 
men in many communities throughout 
. 9 out of 10 
tell us “‘Yes, I use the ‘yellow pages’ to 


the nation. The results. . 


find where to buy the products and ser- 
vices I need.” 

For evidence that the ‘yellow pages’ 
are the “shopping center” in your com- 
munity, glance through your local Clas- 
sified Telephone Directory. Practically 


every type of business is advertised in 
them. Appliance dealers have been using 
the ‘yellow pages’ year after year to 
remind old customers, to bring in new 
ones, to reach newcomers in town and 
transients. 

Call your local telephone business 
office and ask for the Classified Direc- 
tory representative, who will explain 
how the ‘yellow pages’ will help 
direct more business to you. 
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NARDA Releases Data 
On Refrigerator Sales 


Two-thirds of the 50 dealers inter- 
viewed in a recent survey by the Na- 
tional Appliance and Radio Dealers 
Assn. had no refrigerators on order 
as of August 20 and only 128 units 
had been ordered by the remaining 
one-third. 

NARDA appealed for data on re- 
frigerator inventories and sales in its 
August 20 news bulletin and made its 
survey from 50 of the first week’s re- 
sponses. The study indicates that the 
average dealer has been overstocked 
on refrigerators this year but that he 
has sold his way out of this situation 
Buying in August was limited to essen- 
tial replacements and to that necessary 
to bring stock into balance. 

In releasing the poll NARDA offi- 
cials cautioned against projection of 
the figures to an industry-wide basis 
since no conventional research checks 
were made on the survey. 

The study indicates that units with 
freezer compartments are increasing 
in popularity and are today outselling 
those with U-shaped evaporator 
two-to-one margin. 

The ratio of inventory to 
volume in January was 1 to 4.6 
rose in June to 1 to 3.9 but by August 
20 had been brought down to 1 to 5 

Over 44 percent of the dealers ex- 
pected 1951 refrigerator business to 
be off 25 percent or less; 30 percent 


s by a 


annual 
This 


said the drop would be between 25 and 
50 percent and six percent of the group 
expected a decline of more than 50 
percent. Nine percent, however, ex- 
pected business to be the same and 
11 percent expected it to pick up be- 
tween 10 and 20 percent 


Dun & Bradstreet Releases 
Dealer Inventory Data 


Dealers had between 900,000 and 
1,150,000 television sets in their own 
stocks at the beginning of August, ac- 
cording to the first of a new series of 
monthly surveys being conducted by 
Dun & Bradstreet. Home radio inven- 
tories ran between 1.4 and 1.7 million 
sets while portable stocks ranged be- 
tween 375,000 and 450,000 units. 

Stores participating in the new sur- 
orted that their stocks had 
fallen during July, with inventories of 
home radios and TV sets falling about 


15 percent and portable radios some 
’ 


vey ref 


r 
what less. 
The TV inventory figure includes 
350-450,000 table sets and 550-700,000 
r types. 
Fifteen set manufacturers and sup- 
pliers of component parts are under- 


vriting the new survey 





Neat Twist 
One midwestern dealer has de- 
is of getting re- 


appliance 


veloped a n 
om his 


*rson has completed pay- 
ments on one major appliance, the 
store presents him with a check in 
the amount of the carrying charge 
which may be applied as down pay- 
ment toward the purchase of a 
second appliance. There’s a time 
limit on the offer and the second 
appliance must cost at least as 
much as the original item. 











1951—ELECTRICAL MERCHANDISING 





CACPA! OPENS HUGE 


EF ULL-PAGE AD-PUSH ON EXCLUSIVE... 


TIME-TESTED 


“GUIDE-A-MATIC BALANCE!” 


This sensational feature means GENERAL 


WON'T WALK! WON'T WANDER! 
WON'T PULL! 


At last a floor machine that’s balanced both ways—statically! 
dynamically! It’s General—the only floor machine with Exclusive 
“Guide-A-Matic Balance” for greatest floor cleaning ease! 


General takes al/ work out of floor care! Saves more time, more 
effort than ordinary machines! Can be the most used 
electrical appliance in any home! And remember—you sell the 
value-packed General for less than the cost of re-finishing 
floors in the average-sized home! So be wise! 
Be ready when General’s huge ad-push 
sends customers your way. Stock up on General now! 


You'll remember Fall, 195i! 

Big, full-page ads in HOLLAND’S! 
SUNSET! - HOUSE BEAUTIFUL! 
HOUSE & GARDEN! PLUS—Half-page 
in SATURDAY EVENING POST— all 
featuring world-famous women 
praising world-famous 
General! 


POLISHES! BUFFS! WAXES! 
SCRUBS! SANDS! REFINISHES! 
DRY CLEANS! — EVERY TYPE OF FLOOR 


General 
Twin-12 with 


2 waxing brushes 

2 polishing brushes 

2 buffing brushes 
with replaceable 
lambs wool skins 


Get set for swing to General! Powerful, prospect- 
pulling ads will tell millions of women... sell 
millions of women... steer millions of women to 
General—The best buy in Floor Machine history! 


This is the ad campaign that will lead the way to real floor machine 
volume! Every ad pre-sells your customers—hard! Every ad 


Only General has 
attachment for cars, 
panels, furniture, 
snaps-on .. . snaps-o 
split-second fast! 


smooths the way to faster, more profitable sales! Every ad features 
world-famous women like Celeste Holm—glamorous star of stage, 
screen and radio! You'll start floor machines streaming out of your 
store—if you stock up now! Order General today! 


GENERAL IS THE QUALITY MACHINE AT THE LOWEST PRICE! 


Amazing “Guide-A-Matic Balance”! 
Balanced motor mounting, plus 
counter-rotating brushes means—No 
walk! No wander! No pull! 


Two buffing brushes with 2 replace- 
able, genuine lambs wool skins! Com- 
plete units not just felt pads! 


Extra-long bristles usable down to 
block! Outlasts others 3 to 1! 


Inter-meshing brushes cover a full 
12” section! Leave no unpolished 
center streak! 

All-metal styling! No paint or plastic 
to chip! No costly repairs! 
Extra-long 30-ft. cord. Rubber cov- 
ered, Underwriter approved! 
Powerful ¥% h.p. AC-DC motor! 
Full-year guarantee! 


GENERAL—FINEST FLOOR MACHINE EVER MADE— FOR HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 


Get Yours Yet? 


New General Sales Manual is ready now! 
Bursting with brand new sales tips! Backed 
with sharp, profit-building selling ideas! It’s 
actually a field-tested guide to big floor 


: ‘ ; 
machine volume! Write for your copy today! ae 


dh 


= 


Twin-16 K-12 K-14 


a 


K-16 K-18 


GENERAL FLOORCRAFT, INC. - 421 HUDSON STREET + NEW YORK 14,N. Y. 
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Now added to the profit-packed 
Million Proof line 


RCAVICTORS Hewes 











The Bristol—17-inch Picture Power Super Set—the price leader The Preston—17-inch Picture Power Super Set—designed 
in this excitingly priced line. Super-strong, super-clear picture, > to capture the cream of the table-model market. Superbly 
double-locked on the screen. Metal cabinet with lovely maroon styled cabinet in walnut or limed oak finish, and there’s 
finish. Phono-jack for “Victrola” 45 Attachment. (17T-153). *, no extra charge for mahogany. (17T-155). 


The Kendall —17-inch 
Picture Power Super Set— 
sales-catching modern de- 
sign. Here as in all Super 
Sets, the famous ‘Golden 
Throat” tone system has 
been stepped up in power 
and newly interlocked with 
picture controls. (17T-174). 





*The Highland i *Victrola” T.M. Reg. U.S. Pat. Off. 
The Kent ||| (77112) . 


(77104) *The Hillsdale 


ae on 


ONLY RCA VICTOR 
HAS THE 
Many Million Proof models are available with “Power- “GOLDEN THROAT” 


Plus*” Chassis for peak reception in weak signal areas. 


=, The Newport 
(77103) 


Your customers pay only $30.00—extra. 


The 17°’ Provincial 
(77125) 


The Bentley 
(47101) 


The Rutland The Somervell *The Regency The Winston *The Fairfield The Modern The Sedgwick The 19°’ Provincial 
(77143) (47141) (77123) (77132) (77122) (77124) (97147) (97128) 


RCA VICTOR more than ever the best bet for yvour best-seller list 


OCTOBER, 1951—ELECTRICAL MERCHANDISING 





Tike 


FROM THE ELECTRONIC SUPER GHARGER 





A startling new electronic advance that 
means more sales for you. 


What it is: 


A revolutionary new circuit system known as the electronic 
supercharger which automatically compensates for location— 
reduces interference. 











The strongest, clearest pictures ever. 

The most exciting customer benefit to talk about since 
big-screen television. 

The latest in a long list of reasons why RCA Victor Million 
Proof Television is America’s favorite. 
What it does: 


Opens a whole new market among folks in difficult reception 
areas. 

Gives you the greatest sales story since modern television 
was launched. 

Gives your customers more reason than ever before to 
buy television now. 

Yes, the new RCA Victor Super Sets give you new sales 
power to sell even the most determined TV holdout. 





At your service—The vast facilities of the RCA Service Company. 


ony ae » _ DIVISION OF RADIO CORPORATION OF AMERICA 
The Hampton—17-inch Picture Power Super Set—compact 


Consolette perfect for today’s market. (17T-160). AN 


“His MASTERS VOICE” 


RCA VICTOR—Worli Leader in Radio... First in Recorded Music... birst in Television 
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sell... Nosthorn 
electric blankets 


Available in 
Antique Rose, 
Forest Green, 
Sunset Red, 
Sapphire Blue. 


No More 
Inventory Problem! 


® You can enjoy more sales, greater profits this year than ever 
before by selling Northern electric blankets. Ready availability 
and prompt shipment of all models eliminate the familiar “out 
of stock” complaint that cuts down sales and promotes unbal- 
anced inventories. 

This year, before you buy, investigate Northern . . . the oldest, 
most reliable basic manufacturer in the electric blanket business. 
And remember, Northern is the full profit line! 

Why Northern for 1951? 
Long profit margins to capitalize on . . 
you make more money. 


Competitive prices . . . from $41.95. 


Finest record of trouble-free service . 
sound service policy. 


Sensational display packaging. 
Fully guaranteed for 1 year. 


UL Approved . . . proved in practice by 
300,000 users. 


, " 
iXO SITE LLeCLlrric COMPpPAaHyv 


Manufacturers of Electric Blankets and Electric Heating Pads for 42 Years 
5224 North Kedzie Avenue, Chicago 25, Illinois 


MAIL 


COUPON 


for f ‘ Street Address 
- details Ge 


Northern Electric Company, Dept. A, 

5224 N. Kedzie Avenue, Chicago 25, Ill. 

Gentlemen 

Please send me catalog sheets and price schedule on Northern 
Electric Products. 

Your Name— 


WAITING THEIR CHANCE to talk to president Dodge Barnum during the 
Domestic Sewing Machine Co.’s national meeting in Cleveland in mid-August 
are David Kaufmann, Jr., of the David Kaufmann Co., Pittsburgh, and Sam 
McChesney, Domestic advertising manager. Deep in conversation with Barnum 


are S. |. Laner of Anchor Distributing, Baltimore (in light suit) and William 
Shipley (extreme right) of Mainline Distributing Co., Cleveland. 


Domestic Distributors Hear Plans 
For Unique “Boot” Promotion 


Barnum tells annual meeting that firm 
does not foresee immediate shortages 


Over 130,000 pairs of terry-cloth 
“blotter boots” will be given away in 
the next three weeks by Domestic 
Sewing Machine Co. dealers as part of 
a promotion now underway. 

Domestic sprung the unique promo- 
tion on its distributors during the com- 
pany’s annual meeting in Cleveland in 
mid-August. The promotion broke with 
an ad in Life late last month; other 
national magazines will carry similar 
ads this month. Readers will be told 
that the new boots can be made at the 
nearest cooperating dealer’s store 
Prospects can call Western Union Op- 
erator 25 for the addresses of the four 
retailers closest to their home. At the 
store the dealer will show them how 
to make the boots (worth $1.25) and 
provide instructions on the Domestic 
sewing machine. Special booths will be 
set up in each store 


During the Cleveland meeting Do 
mestic president Dodge Barnum told 
the distributors that Domestic did not 
anticipate any supply difficulties at the 
present time and that prices would not 
be raised. Christy Lange, vice-presi- 
dent and general sales manager, told 
the 300 attending the meetings that a 
recent survey made by Domestic’s ad- 
vertising agency indicated that dis- 
tributors were getting only about a 
33/4 percent performance from their 
salesmen. He said that too few dis 
tributor salesmen are keeping their 
dealer accounts sufficiently posted as 
to what is going on in the business. 

Over 350 distributors and their sales 
men attended the meeting, the largest 
of its kind ever held by any sewing 
machine company. Theme of the meet 
ing was “selling” the product rather 
than “stocking” it. 


TABLE HOPPER Christy Lange, Domestic vice-president and general sales 
manager, greets Harry Tracy of R. U. Tracy Co., Providence, left, and L. J. 
Warner, of The Wahn Distributing Co., Boston. 
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FLASH! Just imagine in times like these: 


AUTOMATIC WASHER 


we can make them! 


New NORGE lime-Line 
Selling faster than 








Norge speeds up production 


as Dealers report 


record-breaking 


orders for New Automatic 


Who says it’s a buyer's market? 
We can't keep up with the demand for 


the new Norge Time-Line Automatic 


Washer! Orders from coast to coast are pouring in, and we're taking immediate 


steps to boost production to the highest 
Yes, even though this sensational new 


level possible. 
Norge Automatic has only been on 


the market a few months, it’s already making appliance history! 


EXCLUSIVE TIME-LINE 
GREATER EASE...GR 


Not even a dial to set! Housewife 
merely presses the Time-Line button 
and the new Norge does the rest. It 
automatically fills with just enough 
water for any size load—then washes, 
rinses, spin dries, and turns itself off — 
automatically! User may skip or re- 
peat any part of the cycle because 
every step is visible all the time 





CONTROL OFFERS 
EATER FLEXIBILITY 


Tops the field in features. Actual tests 
prove that the exclusive Double four- 
vane agitator in the new Norge pro- 
vides the best washability in the 
industry. Other features include five 
warm rinses including agitated over- 
flow rinsing, tangle-free spin-drying, 
plus lower water consumption .. . and 
a lower selling price! 





NOW UNDERWAY.. 








. 
. 
* 


ce: 


Biggest Promotion In History To Boost Sales Higher Still! 


KATE SMITH 


Kate Smith, in her first evening TV show, 
is going all out in “The Kate Smith 
Evening Hour’ to promote the Norge 
Automatic Washer and other Norge 
home appliances. The show is telecast in 
every available TV market every other 
Wednesday evening on NBC. 


ELECTRICAL MERCHANDISING— 


RED SKELTON 


Starting the first week of October, Red 
Skelton will begin promoting the Norge 
Automatic Washer and other Norge home 
appliances on radio in “The Red Skelton 
Radio Show”. The show will be broad- 
cast every week in key areas that can't be 
reached by television. 


OCTOBER, 1951 


Yes, it’s only the beginning! The selling boom is just getting started! 

In addition to Kate Smith on TV and Red Skelton on radio, Norge 
is running a hard-hitting magazine campaign in both LIFE and Goop 
HOUSEKEEPING. Dealer mats have been prepared for tie-ins on the 
local level. So extensive is this promotion that Norge has prepared 
a special 32-page portfolio on its advertising plans to show dealers— 
and to prove that Norge means business! 


You wont know what youre missing 
if you dont sell 


THE LINE THAT PAYS OFF FOR THE DEALER! 
Canada — Addison Industries, Ltd., Toronto 
REFRIGERATORS ° GAS RANGES AND ELECTRIC RANGES 
WASHERS ° ELECTRIC WATER HEATERS ° FREEZERS 
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*Not actual cover 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 
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The January 1952 ELECTRICAL MERCHANDISING 
Statistical and Marketing Issue is in the works. 

The new Statistical Issue, the annual “Statistical 
Abstract” of the appliance-radio-TV industry, will take 
up where it left off in January 1951. The industry will 
put the January issue of ELECTRICAL MERCHANDISING 
to work for them during 1952 to solve distribution 
problems, forecast sales trends and set up sales quotas. 
Dealers and distributors will use this big issue to learn 
what and how to sell during the entire year. 

Product markets have changed during 1951. The 
New Year will bring even more changes demanding 
wiser selling and wider distribution. New products 
will appear, old products will change and all products 
must be sold. Restrictions on the use of metal and new 
credit regulations present a radically changed market 
for many products. Successful selling during the com- 
ing year must be based on intelligent, far-sighted plan- 
ning. Such planning will be sharpened up, made easier 
with the ELECTRICAL MERCHANDISING statistical product 
reviews on 


Radios Disposers 
Television Kitchen Cabinets 
Freezers Kitchen Sinks 
Refrigerators Cleaners 

Home Laundry Equipment Lighting 

Ranges Cooling Equipment 
Electric Housewares Heating Equipment 
Dishwashers Water Heaters 


ELECTRICAL MERCHANDISING will make all of this 
vital information available to the industry in the 
January Statistical and Marketing Issue. It’s an ELEc- 
TRICAL MERCHANDISING exclusive — and it doesn’t just 
happen. It is a monumental research job requiring 
countless hours of work by experienced editors who 
keep their fingers on the pulse of the industry through- 
out the year. The easy to read tables, charts and articles 
result from thousands of questionnaires answered by 
authorities throughout the industry. Hundreds of 
worksheets, covered with raw data boil down these 





confidential answers before trends become apparent 
and changes become significant. The January 195] 
issue had over 110 tables and charts which brought the 
industry up to date and gave it a glimpse of the future. 
The 1952 issue will go all out to repeat past prize 
winning performances. 

This important issue is the best medium to keep your 
outlets aware of the competitive advantages offered by 
your product and your company policies. Dealers and 
distributors all over the United States will find general 
statistical information about almost every product. 
They will expect to find specific information about 
your product in what might be called an advertiser 
roster. Let them sell your product. The 32nd Statistical 
and Marketing Issue will be an inexpensive but valu- 
able sales springboard for your product throughout the 
coming year. Industry leaders know the value of this 
issue and the influence it has upon dealers and dis- 
tributors. More than 200 advertisers placed display 
advertising in the January 1951 Statistical and Market- 
ing issue — the largest advertising volume of any single 
issue in the history of ELEcTRICAL MERCHANDISING. 
Advertisers who demand the most for their dealer 
dollar have recognized the value of this issue for 
years. 

Whatever your product may be, it will be important 
for you to maintain dealer relationship during 1952. 
Keep your product brand name before the industry. 
Keep your dealer and distributors aware of the sales 
helps you offer during the year. Make them appreciate 
the value of the franchise you offer. Educate the dealer 
on how to sell your products in the trade publication 
that sells SELLING best — ELECTRICAL MERCHANDISING 
—the industry’s Best Seller. Do all of this in the 
January 1952 Statistical and Marketing Issue. 


An Added Plus — Without an added strain on your Budget 


This issue will give complete Pre-Show coverage of the 
Chicago Markets and Housewares Show with a com- 
plete list of exhibitors, special features and important 
last minute news. Don’t miss it! 


Now is the time to make your space reservation for the January Statistical Issue 


Closing Dates .. . . Copy to Set— December 1. . . . Complete Plates — December 5 


ELECTRICAL 
MERCHANDISING 
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Here's RED-HOT Proof 


that More Women Wart 


AUTOMATIC 
DEFROSTING 


than any other refrigerator feature! 


Survey Shows 
“No Defrosting ‘as Top Vote Getter 


Asked by a leading woman’s magazine* what features they 
wanted most in a refrigerator, 10,000 readers voted for ‘‘Auto- 
matic Defrosting’”’ as most popular choice. Here’s concrete proof 
that housewives are sold on automatic defrosting, and this cre- 
ates a tremendous market for you — no matter what make of 
refrigerator you sell! For now you can offer simple, clean, 
worry-free defrosting for any refrigerator, new or old, with 
Paragon's performance-proved ‘‘de-frost-it’’! 


*name on request 


The Only Automatic ® e 
Defroster Sold Exclusively 
through Established Retailers 


af 


DEFROSTS WHILE YOU SLEEP 


ot $995 = 


@ de-frost-it is the only complete unit... hung any- 
where...no installation...no extra cord to buy. 


Complete — 
nothing else 
to buy 


@ de-frost-it is completely performance proved... 
hundreds of thousands of satisfied users. 


| 
@ de-frost-it is made and backed by the world’s 


“My Paragon de-frost-it 
largest exclusive manufacturer of time controls. 


has done away with all the 
muss, fuss and bother of 
hand defrosting. It saves 
me hours of time and 
labor, keeps food longer, 
and besides, it cuts down 


@ de-frost-it is backed by aggressive national ad- 
vertising . . . reaching over 7,000,000 prospects 
. month after month. 





Webster-Chicago Shows Color Set 
During Distributor Convention 


Slave unit to be in moderate production 
this month with price near $200 or $250 


(For convention pictures, see page 134) 


Representatives of over 100 Webster- 
Chicago distributors got their first look 
at the company’s “slave” unit for re- 
ceiving color television during the cem 
pany’s fourth annual distributor con- 
vention in Chicago in mid-August 

C. P. Cushway, Webster-Chicago 
executive vice-president, told the 170 
distributors and their salesmen attend 

the convention that the 
expects to have “moderate” production 
of the units by October 1. Prices are 
uncertain, he said, but should be in the 
neighborhood of $200-$250 
marketing a color 
name for sale to consumers, Webster 
Chicago will make color wheel assem 
blies for sale to set manufacturers f 
inclusion in their own sets. The Web 
cor unit produces a 12%-inch picture 
through magnification of a 10-inch 
screen 

The introduction of the color unit 
and presentation of prizes in the com- 
pany’s national window display contest 
were highlights of the meeting. Also 
coming in for discussion were promo 
tional and merchandising plans for the 
firm’s tape and wire recorder and its 
new magnetic wire dictation machine 
Phonographs and record-changers were 
also discussed. Among the speakers 
were Cushway, W. S. Hartford, vice- 
president in charge of sales; Norman 
S. Owen, distributor sales manager ; 
S. T. Seaman, advertising manager; 
H. R. Letzer, sales promotion man- 
ager; Lee Hicks, sales engineer; Paul 
Brickman of Fuller and Smith and 
Ross, the company’s advertising 
agency, and Philip Lesly, the firm's 
public relations counsel. 

First prize in the window contest 
went to the Helen Gunniss Music 


company 


Besides 


init under its own 


Preview for New 


RE-ENACTING an almost miraculous 
escape from disaster is Victor Morell, 
left, of United Radio Supply, New 
Britain, Conn. Enroute in his own 
plane to the Webster-Chicago distribu- 
tor convention in Chicago in August, 
Morell became lost over Lake Michi- 
gan. He was preparing to ditch the 
plane when Navy radarscopes at the 
Glenview Air Station ‘‘picked’’ him up 
and radioed instructions directing him 
to the air field only moments before 
fog closed over and his gas supply ran 
out. Listening to Morell is Tim Coak- 
ley, Webcor New England represent- 
ative. 


Shop, Milwaukee (see picture, page 
134). Honorable mentions were award- 
ed to Cassell Music Co., San Fer- 
nando, Calif.; Beatty Bros., Spring- 
field, Ill., the J. William Robinson Co, 
Los Angeles; and J. K. Gill Co., Port- 


land, Ore. 


GETTING AN EARLY LOOK ot Westinghouse’s new “open handle” iron, 
ELECTRICAL MERCHANDISING’s new products editor, Anna Noone, listens 
to Westinghouse publicity man Bernard Fleming explain how the open handle 
eliminates physical strain in ironing. The iron, which will be in national dis- 
tribution in November, allows the hand and wrist to remain in a relaxed posi- 
tion during ironing operation and eliminates gripping and extreme flexing of 
See New Products section, page 143 


on the cost of electricity 
and upkeep. Yes, I'm sold 


4 @ de-frost-it merchandising plans...sales policies... 
on the Paragon de-frost-it!’ 


dealer aids help you cash in on customer demand. 


PARAGON ELECTRIC COMPANY 


1638 TWELFTH STREET ° TWO RIVERS, WISCONSIN the wrist 
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Dual Power means 


Extra power from 26 tubes (including recti- 
fiers and picture tube)! 

Extra power to produce sharp, steady pic- 
tures even beyond the fringe areas where re- 
ception heretofore has been considered im- 
possible—or achieved only with sky-high 
antenna that costs nearly as much as a set. 
To appreciate Arvin’s extra power, check 
the number of tubes in other T’V sets! 

Controlled power—because special control 
is necessary with Arvin’s enormous power. 
Uncontrolled, that tremendous power, plus 
the strong signal from a nearby station, 
might cause distortion. You wouldn’t use a 
1,000-watt bulb in a clothes closet. 

So Arvin’s Local-Distance Switch, on 
“Local,’’ subdues the power of a nearby 


A few protected distributor fr hi 





CUSTOM CHASSIS 





EXTRA power—CONTROLLED power! 


signal. On ‘“‘Distance,”’ it unleashes the full 
strength of the mighty Dual Power Chassis 
for remote stations. Either way, Arvin’s 
crystal-clear, rock-steady picture simply 
can’t be excelled by any other set, regardless 
of price. 

All Arvin Dual Power Custom sets are 
available, at moderate extra cost, with UHF 
tuner built-in—no converter, no strips, no 
service call needed! That’s another Arvin 
FIRST for you to sell! And every new Arvin 
TV can be readily converted to receive color. 

When you sell Arvin, you’re selling fine 
TV reception for the distant future—for 
stations near and far, existing or still unbuilt, 
VHF or UHF, in black and white or color. 

Climb aboard the Arvin Line and go 
places—with the fastest growing namein TV! 





are still available. Write Ray Spell Sales M 


ARVIN INDUSTRIES, 





INC., Columbus, Indiana 


Formerly Noblitt-Sparks Industries, Inc.) 


Arvin TV 


Arvin's magnificent new 21” French 
Provincial in genuine cherry, one of 14 
brand-new-for-'"52 Arvin Dual Power 
Custom Sets. Big 17”, 20” and 21” 
screens—table models and consoles— 
blond, mahogany and cherry finishes— 
priced at retail from $249.95 to $499.95 
in Zone |, including federal tox 


Visible Value Gp You can SELL the difference! 
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Travel Irons! For Xmas... 
...and ALL-YEAR Sales! 


Counter seen is counter sold ! 
Handyhot's new self-service dis- 
play puts travel irons on the 
counter, where surveys prove you 
can sell 27 times more merchandise 
than off the shelf! Every six 
irons packed in master display 
carton that opens into colorful 
red gingham display ! 
than 1 sq. ft. of counter space 
Tells complete story — sells 
irons on sight 


Takes less 
' 


Retail Price Ea 


AC-DC; accurate heat indicator; 
full-sized Bokelite handle, pat- 
ented safety latch; zipper case. 


- Handy hot 


ZL, i, Vay _—" 


"America’s Most Complete | 
Heating Pad Department! | 


Yes, counter seen is counter 
sold ! Your stock is your display 
with Handyhot’s colorful 

new heating pad merchandiser ! 
Cashes in on impulse buying, 
which totals 41°; of all retail 
sales ! Sales-compelling display 
packed in each introductory 
carton of 1 Special, 1 Standard 
1 Deluxe pad. Minimum 
space, small investment 
maximum sales! 


FOR ONLY 


$1373" 


Order from YOU'RE IN BUSINESS 


Your Distributor 
TODAY! 


* if purchased with 3 other appliances 


Deluxe pad: 3-ht., wet-proof. 
Standard: 3 ht., removable cover 
Special: 3-spd., rubber envelope. 


Webster-Chicago Distributors Meet 


(See page 132 for story) 


THE TEACHERS: Jack Fields of Egert & Fields, New York sales representatives 
for Webster-Chicago Corp., demonstrates how to sell a three-speed phonograph 
to distributors attending a shirt-sleeve ‘‘sell session’’ during Webster-Chicago’s 
annual distributor meeting in Chicago. At left is Norman C. Owen, distributor 
sales manager; H. R. Letzer, sales promotion manager, is at right 


THE PUPILS: Taking notes during a convention session are these represent 
atives of South Texas Appliance Co., San Antonio. Left to right: sales manager 
W. F. Linville, Bob Frank, Melvin August, John Catalani and Carl Peerson 


THE WINNER: W. S. Hartford, right, vice-president in charge of sales for 
Webster-Chicago, hands a check for $500 to Martin Monfils of Taylor Electric, 
Webcor distributor in Milwaukee. Check represents first prize earned by the 
Helen Gunniss Music Co., Milwaukee, for winning first prize in a national 
window display contest run by Webster-Chicago. Blow-up of winning window 
is between Monfils and Hartford. 
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dreds of thousands of TV 
hom@ — Allience Tenne- 
Rotor is the universal 
favorite everywhere! 

TAKE A DRIVE AROUND 
ANY TV TOWN—SEE FOR 
YOURSELF! AND, THAT'S 
WHY THE ALLIANCE 
BOOSTER'S SO POPULAR 


.-. Seen the Most because 
they're demonstrated right 


=== ey Sold the Most 


BECAUSE THEY’RE 


Seen the Most 





sales counters of smart 
dealers! IT PAYS TO DiS- 


PLAY ALLIANCE PROD- NM, . ; 
a illions of free home demonstrations 


SEEN THE MOST AND make sales! Thirty-five million viewers see Alliance 
—— TV Films in 12 million homes every week! 
Both Tenna-Scope, the Alliance Booster, and the 
famous Alliance Tenna-Rotor enjoy unequaled 
exposure to viewers in the major TV 
markets where you sell! 


ALLIANCE MANUFACTURING COMPANY - Alliance, Ohio 
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with red-hot, full-line electric housewares 


ANNOUNCING A BRAND-NEW CUSTOM MODEL 


Arvin 


completely restyled, streamlined, dreamlined 


OF THE NATIONALLY FAMOUS 


LECTRIC 
COOK 


Here’s the super-deluxe, extra-special, loaded-with-eye-appeal 
model of America’s first, finest, full-size grill-waffler combina- 


Model 3550 


tion! All the big cooking capacity, all the time-saving, taste- 


tempting features that have made Arvin Lectric Cook a 


for your deluxe 
gift-shopping trade 


national best-seller, PLUS new beauty and richness that make 
it the “hard-top convertible” of any appliance department! 


Chrome-plated, mahogany-bakelite trim. All brand new in 
time for your holiday merchandising! Orders accepted now! 





FIRST IN PORTABLE 
ELECTRIC HEATERS 


Arvin 


Exclusive Safeguard Fan-Forced Heater—Completely safe with chil- 
dren! Exclusive Safeguard Switch cuts current if tilted or upset. 
Chases chills the instant it’s plugged into any AC outlet. No $] 495 
radio or T'V interference. Model 223A, $15.95. Model 223 


Hot-R-Cool Heater Fan—Blows hot in winter, blows cold in summer! 
Safeguard Switch! Oversize airscoop blades deliver warm air at 200 
cu. ft. per min., cool air at 600 cu. ft. Head tilts any direc- $2195 
tion. Finished in chrome and baked enamel. Model 5000. 


Economy Model Fan-Forced Heater— Amazing capacity for its size and 
price! Sun-tan baked enamel finish. Compact, easy to carry. Operates 
on AC only. Makes a wonderful price leader for your com- $1195 
plete Arvin Heater line. Model 91A....... 








TOAST-TESTED TOASTER 


Only toaster with the Sta-Warm Shelf 


Queen of all pop-up toasters! Because it’s so beautiful for 
fast selling! Because it’s so well-built for long satisfaction! 
Because its exclusive Arvin Sta-Warm Shelf keeps toast hot 
with butter-melting goodness till wanted. Because every 
Arvin Toasteris triple-tested in the factory — makes twoslices 
light, two dark, two medium—to prove it’s right for your 
customers! Loaded with other fast-appeal fea- $ 95 
tures, at a fast-moving price. Model 4200. 22 


Electric Housewares Division * ARVIN INDUSTRIES, Inc. * Columbus, Indiana 


(Formerly Noblitt-Sporks Industries, Inc.) 
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promotion to put zing into your fall selling ! 


Model 3500 


new low price 


complete with grids! 


DELUXE MODEL SHARPLY REDUCED 


IN SENSATIONAL ‘‘BAKER’S DOZEN” DEAL 


LECTRIC 


rvin C00K 


one FREE with every dozen you buy! 


Has been a national best-seller at $29.95! Now reduced to 
give you one of the greatest price leaders ever known—a 
sure-fire success for profitable fall promotion! Cooking area 
equals 3 ten-inch skillets, for hamburgers, bacon and eggs, pan- 
cakes, sandwiches—with jiffy-quick conversion to a fully auto- 


matic waffler with heat control, signal light, insulated handle 


and base! Chrome-plated, black bakelite trim. Get full details 
on the BAKER’S DOZEN DEAL from your distributor! 





5-YEAR GUARANTEED 
ELECTRIC IRONS 


Model 2100, latest streamlined mod- 
el with maroon handle, dial and cord. 
Automatic heat control for all fab- 
rics; beveled edge and tapered point 
for easy tuck-and-button work. Jerk- 
proof cord. 1000-watt heating ele- 
ment cast in aluminum sole plate. 
GUARANTEED FOR 

FIVE FULL YEARS $] 29 


Model 2200, Arvin’s leader value, 
with heat control; fast-heating, over- 
size aluminum sole plate; 1000-watt 
heating element. Weighs only 3 Ibs. 
GUARANTEED FOR $ 95 
FIVE FULL YEARS 11 


Model 2300, famous Arvin Dual Con- 
trol Iron withexclusive Magic Watch- 
man to guard against scorching from 
a too-hot iron, wasted effort from a 
too-cool iron. 1000-watt element. 
Weight 3 lbs. 5-YEAR 





e 
Ar In DISPLAYS! DISPLAYS! 
\ DISPLAYS! 


Arvin spares no effort to give you eye- 
catching, traffiéstopping displays on 
Arvin Electric Housewares! Your dis- 
tributor will get them for you FREE! 
You need them to create excitement, 
awaken awareness of all the Arvin 
hard-hitting features that mean so much 
in sales and profits for you! USE 
THEM TO CASH IN ON ARVIN’S 
GREAT NATIONAL ADVERTIS- 
ING! 


GUARANTEE $1495 
Electric Housewares Division « ARVIN INDUSTRIES, Inc. © Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 


All prices subject to change in accordance with OPS regulations. 
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MODEL 143A 

Attachments 
available 
2-speed 
control 


You can’t miss with the 
CADILLAC line because: 


e Cadillac’s liberal discount 

policy gives you MORE 

PROFIT PER UNIT. 

e Cadillac cleaning efficiency is easily dem- 


onstrated. You close sales quickly, easily. 


e Your prospects are thoroughly pre-sold. 

Cadillac national advertising has been tell- 
e . 

ing homemakers month-in, month-out 


about Cadillac’s fast, thorough cleaning. 


Sel ast 


POs . * 


= 

™ 
r 
dh 
ow Oe, 
bing] 











MODEL 800s ~~ 
Complete with 
attachments 
2-speed control 


rye 


If you are not alreudy a 
Cadillac dealer, write us 
for complete informa 
tion about the Cadillac 
line. Find out how you 
too can make more 


profit per unit 


CLEMENTS MFG. CO. 


A + 6650 S. Narragansett Ave. * Chicago 38, ili. 


s, sold only by reliable dealers and distributors 


ALEX LEWYT plays host to three of his company’s vacuum cleaner distributors 
during a regional meeting of distributors in New York in mid-August. From 
left to right are Lewyt, Adolph Ullman, president of Northeastern Distributors, 
Boston, Max Krich, secretary and treasurer of Allied Distributors, Newark, 
and Raymond Rosen, president of Raymond Rosen & Co., Philadelphia 


Lewyt Investigates Use 
Of Alternate Materials 


Distributors told that firm will spend 
almost quarter of a million on project; 
expanded advertising drive announced 


Lewyt Corp. plans to spend nearly a 
quarter of a million dollars in a re 
tooling program which will allow the 
ompany to use alternate materials i 
the manufacture of its vacuum cleane 
president Alex Lewyt told distributors 
recently 

Speaking at one of a 


tributor 


series of dis 
nsored by the 
Lewyt said tl 
doubt th 
onlianc Id 
ipplances wouid 


meetings 
company in 

re could he 
future produc 
s alternate materials 
vyt program centers 


‘iberglas combined 


Expert Becomes a “RONC” 


SUSAN ADAMS, who conducts the 
televised ‘Kitchen Fare” program 
over WABD-TV, New York, receives 
the cap of a “RONC” chef from 
H. Henry Martens, eastern sales man- 
ager for Nesco, Inc. RONCS—Royal 
Order of Nesco Chefs—was conceived 
as a key part of the company’s edu- 
cational program for its own and dis- 
tributor salesmen 


OCTOBER, 


with polyester. The new material has 
three times the impact strength of steel 
and weighs only a fourth as much. The 
material costs twice as much as steel, 
ywever., 
News of the 


shared the 


retooling program 
spotlight with discussions 
f a greatly expanded national adver- 
tising campaign during the meetings 
Lewyt vice-president Walter Daily ex- 
plained that the firm had decided on 
ional meetings to allow individual- 
discussions of problems which 

vary in different parts of the country 

In discussing the new advertising 
program, Lewyt pointed out that per- 
sons who could be expected to buy 
major consumer items this fall had 
bought last spring and he said that the 
industry must “immediately cultivate 
new markets if we are going to realize 
a volume business this fall.” To do 
this, Lewyt continued, the company has 
scheduled the largest advertising cam- 
paign in its history. 

Donald B. Smith, director of adver 
tising and sales promotion, told the 
distributors that a cooperative adver- 
tising budget of about two million dol- 
lars would be available for the coming 
year and recommended that 50 percent 
of this be spent in local newspapers. 
Also appearing on the program was 
John O’Donovan, Lewyt’s retail mer- 
chandising manager 


Apex Dishwasher To Be Handled 
By Crane For Plumbing Dealers 


Apex “dish-a-matic” dishwashers 
will be distributed to plumbing dealers 
from coast to coast through the 150 
branches of the Crane Co. The latter 
firm has specified Apex units for use 
with its package kitchen installations 
and will also handle general distribu- 
tion of the appliance to plumbers. 


1951—ELECTRICAL MERCHANDISING 





STEWART-WARNER 
RADIOS FOR ‘52! 


AL 


STE ODT 
WH Wenneo 


MODEL 9160-D 
Santa Fe Red 


AM TABLE RADIO — Stunning 
modern design! Solid plastic cabinet; 4 
tubes plus 1 rectifier. Your customer's choice 


of 5 different color combinations! Pack- 
MODEL 9161-A 


Ebony and Ivory ed with ‘sell’ all the way through! 


MODEL 9160-A 
DELUXE TABLE RADIO 


Mahogany Plastic 
Look at these smart, 


modern decorator-inspired 


MODEL 9161-8 models! A style sensation 
Marine Blue & Bermuda Blue 


—tops in gift appeal! 


Concert Grand Tone System; 4 tubes MODEL 9160-E 


Ff / Mexican Tan MODEL 9160-B 
f | plus one rectifier! Ivory 


MODEL 9160-C 


Bermuda Blue 
MODEL 9161-C 


WNory aed Ebony 


AM-FM 3-SPEED 
PHONO COMBINATION 
in rich Honduras Mahogany 
(9150-F), or Blonde Korina 
(9150-G). Record storage 
space; 7 tubes plus one 
rectifier; continuous tone 
control. 


MODEL 9154-CZ — Radio value of 
the year! Wide-Range Rodio with 
3-Speed Phonograph; lovely Hon- 
duras Mahogany! Here's a terrific 
value sensation that'll bring ‘em on 
the run! 


Stewart-Warner 


STEWART-WARNER ELECTRIC-1300 North Kostner Avenue, Chicago 51, Illinois —Division of Stewart-Warner Corp., 
ELECTRICAL MERCHANDISING—OCTOBER, 1951 


MODEL 9162-A — Hottest gift item you 
can feature! Turns radio on or off when 
you wish — automatically starts kitchen 
appliances. In 4 lovely color styles 
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It’s the ONLY one of the 3 biggest man-woman magazines 


that offers 3:-million natural appliance prospects—screened 
for the BUY on their minds! 


ICTURE 3)4-million better-income fami- 

lies— living in bigger than average 
homes and doing lots of home entertain- 
ing. Aren’t they naturals for labor-saving 
appliances? For radios? For TV’s? 


Picture all the families now building homes 
(the ideal time to sell them major appli- 
ances). Do you know that 7 out of 10 of 
them read BH&G? 


And picture 3-million families, husbands 


and wives together, reading Better Homes 
& Gardens — avidly —to see what’s new, 
what’s better, what’s for THEM, among 
all the things sold to improve home living! 


Can you picture a better boost for your 
selling efforts than a campaign in BH&G? 


Serving a SCREENED MARKET of 3'2- Million Better Families 


X4 Vy 
y 


1951 


04 
‘ 


x 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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NEW "SUN-ARC'IN LOVELL DRYER 


has 3 times more heating area... 
dries clothes more gently... lasts longer! 






































pec 


FORMER HEATING ELEMENT 











in AGAIN Lovell has produced a revolutionary new improvement 
in the home laundry field! It’s the new “Sun-Arc” radiant heating 
element, (above left). Nichrome wire is spread out over more than three 
times the previous area (above right). With a heating area three times 
greater, the “Sun-Arec” applies heat more gently to clothes, dries them 
more uniformly. Because surface temperatures of the Nichrome coil 
are from 500° to 600° lower, coil life is greatly prolonged. And clothes 
dry just as fast as before! 





Lovell’s “Sun-Arc” means extra dryer sales for you. And with the 
help of all the other outstanding features of a Lovell dryer, you'll have 
a sales line no customer can resist! 


Lovell makes drying units for APEX, BARTON, CONLON, DEXTER, 
HAAG, HORTON, THOR and other famous names. 


OTHER LOVELL DRYER SALES POINTS TO REMEMBER: 
Single dial control provides: 1. Automatic shut-off. No time guessing. 
2. Complete temperature range for any dryness or type of fabric. 
Infra-red rays purify the clothes. 
Easy-to-unload door is extra large, swings open all the way. Allows full visibility inside. 
Easy-to-clean lint trap. 
Lint trap safety by-pass prevents clogging if user fails to empty trap. 
Outdoor humidity-vent can be easily connected, if desired. 
Vacuum drying system preheats air, costs less to operate. 
Reduces accumulation of lint inside dryer. 
Air-cooled cabinet allows easy access for cleaning or repairs. 


Handy clean-out duct to remove bobby pins, sand, other small objects. 
Salesmen can point out the full expanse 


of the “Sun-Arc” and the glow on both 
sides of the drum —a sales feature that 


customers can see for themselves! i ws or -s DRYI NG UNITS 


America’s newest household blessing 


LOVELL MANUFACTURING CO. + ERIE, PA. 


! a Also makers of famous Lovell Pressure Cleansing Wringers 





THOR Automatic Washer 


Thor Corp., 2115 S. 54th Ave., 
Chicago, 50, fll 


Device: Thor automatic washer 

Selling Features: An automatic ver- 
sion of the Thor spinner washer—in 
corporates its washing and rinsing 
action and patented sealed mechanism 
also resembles spinner in appearance 
except for modernistic plastic escutch 
eon on front, a single knob control at 
right rear corner oi top, and a hinged 
top opening cover; equipped with 
manual fill to permit varying quantities 
of water accord 
chine goes 


ng to load sizes; ma 

complete automatic 
operation once filled; any cycle car 
be sred or ed entirely; new 
gyro balancer-clutch combination pre 
vents excessive vibration even wit 
off-center loads; operates on a 15 Ib 
of flowing water pressure minimum 
takes pressure up to 12) lbs.; for in 
stallation 2 separate threaded faucets 

hot and cola—required; tub and 
clothes basket porcelain enameled in 
side and out; baked enamel skir 
36 in. high, 25 i ep, 24 in 
Price: $299.50 
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MURRAY Range 


Murray Corp. of America, Home Appliance 
Div., 1900 S. Washington Ave., 
Scranton, 2, Penna. 

Model: No. EB-85 Murray “Special’ 
Selling Features: Features white en 
amel finish throughout interiors of 
storage compartment and drawer and 
an all-white recess base; divided-top 
4-burner range has titanium porcelain 
exterior from top to bottom: newly 
styled backguard with add-on lamy 
ensemble and precision clock; a deep 


well cooker for deepfat frying and 
sterilizing ; giant oven capacity; con- 
veniently located smokeless broiler 
with adjustable rack positions; water- 
fall front and full Fiberglas insulation; 
36 in. wide 

Price: “About $230.” 
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ARVIN Lectric Cook 
Arvin Inc., Columbus, Ind. 


Device Redesigned Arvin Lectric 
Cook, No. 3550 
Selling Features: Combination grill 
and-waffler newly streamlined by 
rounding off exterior surfaces and 
edges; full base of older model has 
been replaced by “pontoon” type feet 
on 2 sides and brown plastic elbow 
shaped rests front and back to give 
visual effect of lower height; retains 
same large capacity of 190 sq. in. 
-ooking surface and when opened flat 
has an area equal to that of three 10 
in. skillets; grills, fries, toasts ; quickly 
converts to fully automatic waffle baker 
with insertion of aluminum waffle 
grids; all other features of former 
medel including signal light, drip 
spouts, enclosed expanding hinge that 
permits grilling thick meat cuts, and 
sandwich spacers are continued in 
model; operates on a.c. only, 110-120 
volts, 1320 watts; closed the Cook is 
12 in. sq. and 4 in. high. 

$29.95 complete with remov 
able waffle grids. 
Electrical Merchandising, Oct. 1951 


PREVORE Infra-Red Broiler 


The Prevore Electric Mfg. Corp., Fulton St., 
at Clinton Ave., Brooklyn, N. Y. 


Device: Prevore Jr. infra-red broiler 
Selling Features: Open front model; 
chrome; 2-heats: 1000 watts for high 
and 300 watts for low; 2 broiling 
positions; folding broiling rack; drip 
tray; also features glazed ceramic 
brick heating unit for easy cleaning 
Price: $10.95. 

Electrical Merchandising, Oct. 1951 
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CROSLEY Ranges 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Models: Nine new Crosley electric 
ranges—seven 40-in. size and 2 apart 
ment size. 

Selling Features: Full size, 40-in 
models feature divided tops, providing 
convenient, work area adjacent to all 
cooking units as well as centralized 
controls; other features include push 
button switches for automatic control 
of any of 5 cooking operations: cluster 
type switches indicate cooking heat by 


colored lights; automatic preheat for 
baking that shuts off when required 
temperature is reached, and quick, high 
heat for deep iat irying in the deep 
well cooker; 7-heat speeds. 

No. RD-CO, top model has 2 com 
plete ovens with separate broiling and 
baking units and individual thermo 
stats; 2100 watt unit in deepwell 
cooker for high temperatures for 
deepiat frying; Visidor oven allows 
operator to observe cooking progress 
without opening oven dvor; double 
duty, 6-qt. liit-up deep-well cooker; 2 
appliance outlets; “hasty-heat” unit 
permits extra fast cooking—will boil 
1 pt. water in 4 min. No. RD-CW 
has 140 deg. F. warming oven instead 
of second cook oven; jewel-like control 
panel, easy-to-remove fluorescent lamp 
hood. Some models have “mastet 
mind” electric clock; Crosley rotary 
barbecue may be set up in oven quickly 
for barbecuing meat and fowl and is 
available as an accessory for all mod- 
els. Apartment models RD-A3 and 
RD-A4 have 3 and 4 surface units re- 
spectively; 7-heat speeds; roomy oven 
with automatic preheat; broiler pan 
and smokeless rack. 
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WESTINGHOUSE Iron 
Westinghouse Electric Corp., Mansfield, O. 


Device: Westinghouse “open handle” 
iron. 

Selling Features: Front of handle is 
open to lessen ironing strain; de- 
signed to fit palm of hand, handle 
allows hand and wrist to remain in 
natural relaxed position during iron- 
ing—no barrier for thumb; also makes 
it easier to roll iron back on heel rest 
without lifting; slips into pockets, 
pleats, sleeves; button-edge extends 
around iron; newly-designed fabric 
temperature control—user can feel 
control click into position for any one 
f 7 fabric settings: 3-heats for rayons 
and other synthetic fabrics; wool, 
‘otton, linen heats, and a special high 
sition for very heavy linens; in- 
termediate positions meet individual 
equirements of users; easy-to-read 
index markings on dial of a fixed 
lastic ring; control knob rotates in- 
side ring; control dial centered under 
ypen handle, and can be moved easily 
y finger; 1000-watt a.c. Corox ele 
ment embedded in cast iron soleplate; 
hromium plate finish steel cover; 
veighs 4 Ibs; 7-ft. side mounted cord 
Price: “Suggested retail price at about 


$12.95” 
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t 


STANDARD Kubemaster 
United Refrigerator Co., Hudson, Wis 


Device: Standard Kubemaster ice 
cuber, No. ICM-16-P. 

Selling Features: Freezes approxi 
mately 250 cubes every 4 hrs.; large 
storage drawer holds over 250 cubes; 
16 quick release trays and grids; 383 
in. high, 264 in. wide and 194 in. deep. 
Electrical Merchandising, Oct. 1951 
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STYLED RIGHT 


Each of the three striking new 
$2 Quicfréz models have plenty 
of “eye-appeal.” They're beau- 
ties ... smartly styled with con- 
trasting breaker strip and 
gasket, new chrome trim, 
smooth rounded corners—de- 
bossed front panel with rich 
looking emblem. For a freezer 
line that’s smart in looks. . . be 


sure to look into Ql I¢ FREZ. 


BUILT RIGHT 


You can depend on Quicfréz 
quality. Products made by this 
pioneer manufacturer are ex- 
pertly engineered. And Quicfreéz 
has all the features your cus- 
tomers are looking for; special 
fast treeze compartment, 
dividers and baskets, automatic 
interior light, counterbalanced 
lid, built-in lock. Quicfréz is 
compact 


PRICED RIGHT 


The Quicfréz line is priced to 
SELL: Check these prices: 
Model Q86B (8.6 cu. ft.) 
$324.95*. Model Q13B (13 
cu. ft.) $429.95*. Model 
Q163B (16.3 cu. ft.) $489.95*. 

Get the full story on QUIC- 
FREZ ... smartin looks, loaded 
with real sales features. AND 
nationally advertised. Write or 
phone now! 


* All prices F.O.B. factory 














MODEL Q163B 
One of three popular sizes 


Capacity 16.3 cu. ft. (573 Ibs 


SANITARY REFRIGERATOR CO., Fond du Lac, Wisconsin 
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QUICFREZ Refrigerator 


Sanitary Refrigerator Co., 
Fond du Lac, Wis. 

Device: Quicfrez refrigerator. 
Selling Features: 6 cu. ft. capacity ; 
modern full-length door; designed for 
small homes and apartments; light 
blue trim on frozen food compartment 
handle and outside strip of chill tray 
located below frozen food compart- 
ment; cross-the-top frozen food com- 
partment holds 32 Ibs.; shelves ar- 
anged to provide more storage area. 
Electrical Merchandising, Oct. 1951 


SIMPLEX tIroners 


Ironer Div., Speed Queen Corp., 
Algonquin, Ill. 


Models: 4 new Simplex i ironers: S-529, 
$-527, S-525 and S-524. 

Selling Features: Simplex Royal de- 
luxe No. S-529 cabinet model has a 
26-in. ironing roll, 6-in. diam. ; Curvex 
shoe curved to cover 5% in. circumfer 
ence of roll; insulated at top and bot- 
tom edges as well as back; also 
scratchproof ; 2 open ends; free-wheel- 
ing clutch rotates forward and back 
ward; ruffler plates on both ends of 
shoe; 2-speed motor: slow, 3% rpms, 
and high, 7 rpms; master switch auto- 
matically shuts off heat and motor by 
closing cover; 1350-watt Nickel- 
chrome element ; adjustable heat con- 
trols—2 thermostats separately control 
heats in each half of shoe; tempera 
tures range to 450 degs.; fingerti; 
knee, shoe and knee press controls; 
pilot light; lap board and end shelves ; 
hi-baked enamel cabinet. 

Simplex Special deluxe No. 

abinet model same as Royal de 
vithout master switch and 2-speed 
motor; has l-speed capacitor motor. 

Simplex automatic Space Saver No. 
S-525, has flat table- top hinged cabi- 
! ; 5 in. diam.; free-turn- 
s device—2 widely 

{ springs provide uniform con- 
tact with roll; pressure can be easily 
idjusted; 2 open ends; scratch-proof, 
hromeplated hardened steel shoe; 
200 watt Nickel-chrome element; ad- 
istable thermostat ; emergency release 
lever; single adjustable knee operated 
shoe and press control; pilot light; 
easy rolling casters, 

Simplex Manual Space Saver No 
S-524, has “free rolling roll’ 22 in. 


diam ; 2 open ends; scratch- 

; Capacitor type motor; 1200 

kel-chrome element; adjust- 

mostat; Simplex pressure de- 

knee press control; flat top table 
hi-baked enamel. 

S-529, $195.50; S-527, $159.95 ; 


119.95; S-524, $89.95. 
Merchandising, Oct. 1951 


EVERSHARP Mowers 


Midwest Mower Corp., O'Fallon at 23rd St., 
St. Louis, 6, Mo. 

Device: Eversharp power mowers. 
Selling Features: Simplified clutch 
provides easier, smoother starting = 
stopping, eliminates uneven oe 
“scalping”; No. 60, shown, has a 21-in. 
cut, a 1.6 h. p. engine; 2 other gasoline 
powered reel type mowers available in 
18-in. cutting widths; a 20-in. rotary 
type and an 18-in. electric model also 
available. 
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CROWN Broiler-Rotisserie 


The Crown Broiler Co., 2330 Fifth Ave., 
New York, 37, N.Y. 


Device: Combination infra-red Rotis 
serie and broiler combination. 
Selling Features: Rotisserie unit com- 
prises a spit and skewer which re- 
volves automatically at fixed speed by 
motor; detachable aluminum 
shield fits over front while 
*rie is in operation; by removing 
spit and skewer, the appliance becomes 
a broiler with 4 levels for broiling 
foods rare to well-done; special alloy 
infra-red element, rectangular in shape 
gives evenly broiled foods ; Kool- Grip 
handle folds in when not in use. 
Price: $47.95. 
Electrical Merchandising, Oct. 1951 
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2, | I —_ Vapor Steam Iron 


COOKERS 


ONE SELLS 
THE OTHER! 


For more of those higher-than-average housewares 
and table electric appliance sales, you'll want to 
feature Presto Propucts, espoutalay during the 
peak holiday gift-giving season. 

The nation’s smartest merchandisers know that 
attractive window and counter displays of Presto 
Cookers, Presto Automatic VAPOR-STEAM IRONS 
and Presto Automatic Drx1g-FRYERs bring great- 
est returns for every inch of space given to them. 
Featured in local newspaper advertising, on the 
radio and television, PREsTo Propucts bring more 
sales per dollar spent! 


PRESTO PRODUCTS are big sellers throughout the year, especial- 
ly so during gift-giving time. National advertising of PRESTO 
PRODUCTS, too, carries on throughout the year and reaches its 
peok during the gift-giving season, Take fullest advantage of these 
aggressive promotions! 

Feature PRESTO PRODUCTS in Your 
ond in Your Advertising. 








Timely display and “ad” helps 
supplied free of charge. 


PROMOTION IN Pteslo PRODUCTS HISTOR 
. - —_— = ’ 


NATIONAL PRESSURE COOKER COMPANY EAU CLAIRE, WISCONSIN 


Branch Factories: Los Angeles, Calif. Wolleceburg, Ontario, Conada 


im ' 
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AD NO. IN A NEW SERIES 





SFL07- istributors 


Know the ##2o-7- distributor executives who serve you. 


Thor Corporation is rightfully proud of the out- 
standing Thor distributors who are pictured here 
this month! We believe that when it comes to the 
things that really count in helping Thor dealers 
with advertising, merchandising, sales and service 
—our distributors are away out in front. In fact, 


that’s wHyY they are Thor distributors! 


Shown here are a few more of the Thor distribu- 
tors who serve our dealers in 5 territorial divisions. 
All of our distributors are working toward a com- 
mon goal: to give every Thor dealer all the tools he 
needs to sell more Thor products—to do a con- 
stantly better selling and merchandising job—with 
bigger and better profits for every Thor dealer! 


Southern Division Midwestern Division Western Division Central Division Eastern Division 


MR. S. A. GASSAWAY MR. GUS NELSON MR. R. C. CHRISTIANSEN MR. L. G. MILLER MR. CLYDE E. HEYL 
Orgill Brothers & Company General Appliance Company W. J. Lancaster Company Kane Company Albany Garage, Inc. 


10 West Calhoun 
Memphis, Tennessee 


MR. A. G. RIDDICK 


800 South Peters St 


Box 688 1045 Bryant St. 


1666 E. 40th St. Howard, Lodge, Williom and 


San Antonio 6, Texas San Francisco 3, California Cleveland 3, Ohio Beaver Sts., Albany 7, N. Y. 


MR. HAROLD I. EARLY MR. ROBERT L. RICE MR. H. C. RUSSOM MR. RICHARD GRUBER 
C. T. Patterson Company, Inc. L. C. Lippert Company Robert L. Rice & Company H. C. Russom Company Stern & Company 


221 S. Ist Avenue 231 E. Burnside St. 


One South Ontario St. P.O. Box 446 


New Orleans 7, Lovisiana Sioux Falls, South Dekota Portland 14, Oregon Toledo, Ohio Hartford 1, Conn. 


Fasc. 0. S. PAT. OFF. 
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are the best in America! 


We’re proud of our distributors’ salesmen! They 
know how to help Shor dealers sell! 


Their time is your time! Thor distributors’ Next time your Thor salesman calls, ask him 
salesmen take pride in helping you move mer- for tested ideas on bringing in prospects that 
chandise, make more money. can be readily turned into customers! 

Here’s a friendly challenge from your Thor sales- 


man. Try the short quiz below on him. Score 25 


points for each correct answer. If your Thor sales- 


man fails to score 100—we'll buy you a smart new 


an Win yourself a new Stetson Hat. Ask the questions if you want to win! 
<s — STETSON HAT! 





QUESTION 


1. What can | do to improve my sales this month? . . 


2. What is the Thor Quality story on wringer washers — 
and how will it help me build my sales? . . . . 


3. How can | double my Thor Wringer Washer business? 


4. How can | increase my store traffic? . . 


“ASK IF YOU WANT TO RECEIVE!” 











P. S. Here’s further proof that your Thor salesman is 
determined to help you succeed — by giving you more and 
more powerful successful selling ammunition! That’s why 
he'll appreciate your testing 4is knowledge of the latest 
Thor selling aids, by asking him the above questions. Use 
his answers! You'll find they’re the right answer to today’s 
competitive conditions. 


M. R. (BOB) WILSON 
General Sales Manager 


Shor CORPORATION, Chicago 50, Illinois 
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FROM COAST TO COAST 


..,are heated with 


NICHRO 


A million and a quarter electric water heaters 
were sold thruout 1948 and 1949, and with 
construction of 900,000 new homes predicted 
for 1950, the electric water heater promises to 
be one of your best income producers during 
the current year. 


The selection of a water heater line, therefore, 
demands exceptional consideration. A water 
heater must, of course, be attractive in appear- 
ance—an attention-getter in your store; easily 
installed and serviced—so you don't dissipate 
profits on costly service calls. But, above all, it 
must be soundly engineered—to insure the de- 
pendable operation that leads to customer satis- 
faction and increased business. 


And what is more important in a water heater 
than the heating element? For a water heater 
can be no better than its heating element, just 
as a camera can be no better than its lens. 


Consequently, the choice of material for heating 
elements is of supreme importance. 


Significant, therefore, that manufacturers of 
electric water heaters, from coast to coast, are 
employing Nichrome. Those who manufacture 
complete heaters, assemble Nichrome heating 
elements in their own plants; those who purchase 
heating units from sources specializing in such 
components, find these suppliers use Nichrome 
also. For this world-famous heat and corrosion- 
resistant alloy is the very symbol of quality . . . 
the heart of good electrical appliances every- 
where. 


So check the appliances you handle. Their 
manufacturers are probably already using 
Nichrome. But make sure. For Nichrome gives 
you a plus value that is unexcelled at the point 
of sale. Yes, when you can say: ‘heated with 
Nichrome,"’ you win quick consumer acceptance 
—-sell more customers and keep them sold. 


Nichrome is manufactured only by 


Driver-Harris Company 
HARRISON, 


tthe 


S THE VERY HEART 
Of GOOD 


NEW JERSEY 


Cleveland, Los Angeles, San Francisco, APPUANCES 


Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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TELECHRON Clocks 


Telechron Dept., General Electric Co., 
Ashland, Mass. 


Models: Mirolarm and Aladdin. 
Selling Features: Mirolarm mirror 
alarm clock, features high style white 
numerals on crystal clear mirror, dec 
orative hand; gold bezel, tiny ball feet; 
pleasant alarm. 


Aladdin, pyramidal shape with wide 


: base to prevent tipping; anti-glare 


crystal and fawn color plastic case 
at light color hands and numerals, choco 
if late brown dial. 
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SAUNAETTE Steam Bath 


Home Accessories Mfg. Co., 
725 N. Church St., Jacksonville, Il. 


Device: Portable home steam bat 


No. 10. 

Selling Features: Fits conveniently 
into average size bathroom; consists 
of non-rusting metal steam bath stool 
with w baked-on enamel finish, 
1d a robe of vinyl 
wn while taking a steam 
is stored in container 
1 seat when not in use; 
attached cord is also 
mtainer; 1-pt. water is all 
for approximate 30 min 
erates on 115 volts, 
s 750 watts; provided 
nductor for ground- 
1 1 tition supporting 
water tank as v as bottom plate 
contains ventilating holes for purpose 
keeping seat from becoming too 
element completely metal 
i; bottom and inside walls of 
t completely covered and insu- 

lated with asbestos. 
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see how the Du Mont 


“CHASSIS STORY” 


will DO MORE for YOU 


Here’s the greatest sales story in television re- 


tailing. 


It’s the story of the Du Mont chassis ... the 
electronic triumph inside every Du Mont Teleset* 
that makes Du Monts Do More. It’s a fresh story. 
It's a powerful story... one that only Du Mont 
can tell. It’s the convincing reason why Du Mont 
television performance is the finest ever achieved 
... why, dollar for dollar, a Du Mont is the mar- 


ket’s best buy. 


*Trade Mark 
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Call your Du Mont Distributor today. To help 
you tell your “Chassis Story,” he has a brilliant 
package including 

* Die-Cut Displays * Window Streamers 

* Pennant Sets * Consumer Folders 

* Novelty Folders * Radio Scripts 

* TV Spots * Newspaper Mats 


The “Chassis Story” puts people inside your 


store, puts profit inside your pocket! Get in on 
it today! 


we 
wt 
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NEB 
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yer 


LOOK INSIDE...then compare... 


PARE, 
usiDE. then COM! a monts \ 


DoMore 
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Finst with the fyimest in Television 


Copyright, 1951, Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, N. J., and the Du Mont Television Network, 515 Madison Avenue, New York 22, New York 
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You haven’t sold a complete MIXER if it doesn’t have a GRINDER! 
DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! 
Y Electric Food Grinder and 10 Recipe-Tested Speeds on dial Famous Magic-Mix Arm assures 


juicer, all accessories and big 
recipe book at NO EXTRA 
COST with the Dormeyer 
Food-Fixer! 


/ Built-In Power Drive for 
Y grinder, juicer—no awkward, 
costly adapters, needed with 

the Dormeyer Food-Fixer! 


selector — just a flick of the finger 
for perfect results every time with 
the quick, easy-to-use Dormeyer 
Food-Fixer! 


Removable, Light-Weight Mixing 
Head and simple, automatic finger- 
tip controlled beater release speed 
kitchen tasks with the Dormeyer 
Food-Fixer! 


quick, thorough, even mixing from 
side through center of bowl — cakes 
are higher, lighter, tastier with the 
Dormeyer Food-Fixer! 

Automatic Governor- Controlled 
Motor, beautiful modern design, 
and sturdy, long-lasting quality 
means years cf service with the 
Dormeyer Food-Fixer! 


GUARANTEED 


- 


734 NweEp 
4 ‘ a - 
IT$ A MIXER We em " 

’ s - 4 : 


\ <> — 
“2? @ 
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PUSH DORMEVER- Give Your Customers More Value for Less Money / 


ORMEYVER 
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FRIGIDAIRE Dehumidifier 


Frigidaire Div., General Motors Corp., 
Dayton, 1, O. 


Device: New rectangular-shaped de 
humidifier 

Selling Features: Compact—18}x204x 
11} in.; fits under counters, tables or 
other such areas; reduces excessive 
moisture of an enclosed space up to 
8,000 cu. ft.; equipped with plug-in 
service cord, switch with “on” and 
“off” positions; new finned cooling 
coils have been added; vertically 
mounted evaporator and condenser ; 
when operating a 4-bladed, 84-in. 
suction fan draws room air through 
special filter, over refrigerated coils, 
moisture in air condenses and collects 
on coils, then drops into porcelain 
container or a permanent drain; 
drawer-type porcelain finished mois- 
ture container has 22-pt. capacity, 
pulls out of lower section of front and 
has metal handle extending length of 
container: air is drawn through per- 
manent filter at rate of 165 cfm; a % 
h.p. sealed rotary Metermiser compres- 
sor supplies refrigeration to cooling 
coils; works most effectively at room 
temperature between 60 to 95 degs. F. 
with a relative humiditv of 50 percent 
or above; 115 volts, 5060 cycles. 
Electrical Merchandising, Oct. 1951 


CROSLEY Freezers 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Models: Five new 1952 Crosley 
freezers—3 custom, 2 deluxe. 
Selling Features: All models feature 
plastic shelves rezessed into lid which 
hold up to 15 meal-size packages of 
frozen food, putting foods at fingertip 
of user; self-opening, “floating action” 
lid raises to 82-deg. angle by touch of 
pressure bar in handle—mechanisms 
which operate lid concealed within 
hinges, utilize hydraulic cylinders 
which remove stress and strain from 
back and lid of cabinet; adjustable 
temperature control provides from 
normal zero storage level to 52 degs 
below freezing; heavy duty com- 
pressor and special wrap-around coils 
assure even temperatures throughout 
entire interior; custom models have 
] ” color treatment—contrasting 
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golden trim in liner of lid; 4 nesting 
baskets are interchangeable and may 
be stacked; built-in locks: automatic 
lights; recessed toe-in space and con- 
venient table top height are other 
features. Custom model CDF-14 has 
508 Ib. 14.5 cu. ft. capacity 2 interior 
compartments; CDF-8 holds 287 Ibs 
food in 8.2 cu. ft. interior. 

Deluxe model DDF-14 has 2 in- 
terior compartments and 2 removable 
dividers with a capacity for 508 ths. 
food. The 82 cu. ft. deluxe model 
has a single compartment, 2 removable 
dividers and holds 287 Ibs. food. 
Electrical Merchandising, Oct. 1951 


HUFFY Mowers 
Huffman Mfg. Co., Dayton, Ohio 


Models: No. HM 52-18 and HM 52-16 
Huffy electric lawn mowers. 

Selling Features: New “Cord-Control” 
keeps cord out of mower’s way, eli- 
minates cord handling by extending 
cord out beyond path of operator; 
twist-release cord hook completely 
eliminates need to unwind cord; coil 
lifts off in single operation; push- 
button mowing—mower cuts forward 
or backward; retractable blades; cuts 
to within 4 inch of walls and fences— 
blades extend beyond wheel line; cut- 
ting height can be raised or lowered 
from 1 to 3 inches; overload protec- 
tive switch and reset button prevent 
possible motor damage; 4 h.p. motor; 
1725 rpms; 18 in. mower has tur- 
quoise and yellow baked enamel finish; 
16 in. model has hunter green baked 
enamel finish. 

Prices: HM 52-18, $62.95; 
$52.95 
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PARAGON De-Frost-it 
Paragon Electric Co., Two Rivers, Wis. 
Device: 
froster. 


Redesigned automatic de- 
Selling Features: Styled to harmonize 
with any refrigerator design; over-all 
size of unit has been reduced to a 
compact 2}x4§x23 in.; a more positive 
switching arrangement has been in- 
corporated; range of adjustment of 
defrosting period has been increased 
to 54 hrs., “skip-defrost” feature has 
been retained. 
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. Got a Nose for 
N Zeen-Fryer Sales Features! 


FAMOUS 
ww od 
DRAIN-AWAY 
FAUCET 


ouaranreeo (i) 


DORMEYER 
FRI-WELL 


The Automatic Electric Deep-Fryer 
with Safe “‘Drain-Away”’ Faucet 





With the new Dormeyer Fri-Well you can sell 
speed, ease and perfection in deep-frying never 
known before. You can promise the most deli- 
cious, tender, golden-brown deep-fried foods ever 
tasted. And look at these other big sure-sell fea- 
tures: the Fri-Well’s safe “Drain-Away” Faucet 
eliminates dangerous, messy hand-pouring— 
allows fast, easy cleaning; the Fri-Well deep- 
fries 6 big portions in a matter of minutes; its 
automatic thermostat control assures “just right” 
results every time; even, thorough cooking is 
assured by Monotube heating unit through three 
sides; no scorching or burning because food par- 
ticles settle into special “cold well”. America’s 
most famous deep-fryer sells quickly, easily — 
order right away. 


Sel Faster, Profit More with 
DORMEYER THE LEADER 


























DORMEYER MEAL-MAKER® Top DORMEYER BLENDER @ 1: jique- 
dollar value! The Meal-Maker is fies Packed with selling features in- 
complete — grinds purees cluding scientific toast timer for 
has portable g heac dial ing left-overs. fruit drinks, sauces, light, golden brown or dark toast; 
operation. All attachments and big etc. Big 32 oz container. Includes automatic pop-up; automatic re- 
recipe book included at no extra cost. new recipe book warming. 


DORMEYER 


Dormeyer Corporation + 4300 N. Kilpatrick Avenue - Chicago 41, Illinois 


DORMEYVER TOASTMAKER 
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A 3-way outlet, known as Academy 
Lifetime 3-way outlet, which requires 
no stripping or slitting of wire is 
announced by Academy Electrical 
Products Corp., 3842 9th Ave., New 
York; available for use as table tap 
or wall mounting; molded of Urea 
plastic in pearl and brown; no tools 
necessary ; connection is automatically 
accomplished by metal points piercing 
insulation, making contact. 











LUX Minute Minder 


Lux Clock Mfg. Co., Inc., 
Waterbury, Conn. 





Device: Portable Lux Minute-Minder. 
Selling Features: Small, lightweight 
timer; white plastic case; timing 
movement same as other Lux timers; 
times cooking, home permanents, laun 
dering, sun lamp treatments; no wind- 
ing, just turn pointer-handle past “5S” 
then back or onward to any period 
from 1 to 60 min.—when time is up, 


See k ad n dj ye sh ad il fi n d i parte teny signals. 
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Prospective range customers haven’t all died off. 
They’re just staying at home, waiting to be asked 
Meanwhile, they’re cooking on old clunkers that 
make them mad three times a day. 

A little systematic searching will find these 
people. A little systematic selling will make them 
want to buy new ranges that have sO much to offer OWENS-CORNING 

speed, convenience, automatic features—better 
results and cooler kitchens thanks to efficient FIBERGLAS 
Fiberglas* Insulation. no eRe 

As selling tightens up, it pays to make the most 
of such proved selling features as Fiberglas 
advertised and known to families the country over. os Sens 
Owens-Corning Fiberglas Corporation, Dept. The Silex Co., Hartford, 2, Conn. 
104-J, Nicholas Bldg., Toledo 1, Ohio. Device: Silex “Coffee Miser” coffee- 

maker. 

“SRG 4, ey Selling Features: 2 to 4 cup Pyrex 
glass coffee maker; black trim. 
Price: $3.50. 


ph Ech Ra El Electrical Merchandising, Oct. 1951 


x 

4 . . 

| IBERGLAS A SWELL PEATURE TO HAVE... SILVER-GLO Ironing Board Cover 
A SWELL FEATURE TO SELL! Notion Accessories Inc., 
1133 Broadway, New York 10, N. Y. 

APPLIANCE INSULATION a 1 a aoe rd 
*FIBERGLAS is the trade-mark (Reg. U.S. Pat. Off.) of Device: Silver-Glo ironing board 
Owens-Corning Fiberglas Corporation for products 
made of or with fibers of glass. Selling Features: Silver finish acts 
as reflector and irons both sides at 
same time; will not scorch at 450 degs. 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! | Se a, 
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NOW how low your 


truck running costs can go! 


A FORD DEALER 
EXCLUSIVE! 





This 144-page book is 
a record of over 5,500 
cases .. . on-the-job 
truck running costs in 
over 195 kinds of truck- 
using businesses. It’s 
another Ford first, and 
only your Friendly Ford 
Dealer has it! 


Final Ford Truck Economy Run Results are in! 
Owners from every state in the U.S.A. rolled up 
53,783,930 miles—recorded these on-the-job run- 
ning costs. Every important truck-using business 
was represented in the 6-month Run, every size 
Ford Truck, every kind of road and load condition. 


"Our Ford Panel runs 
for under 2 of a mile!” 


++. says Dan W. Teran, 
Howard Television Co., 
Long Island City, N.Y. 


Mr. Teran was one of 
over 150 appliance men 
who entered the nation- 
wide Ford Economy 
Run. His POWER 
PILOT equipped Ford 
F-1 Panel Truck trav- 
eled 8,002 miles during 
the Run at a cost of only 
$164.51 for gas, oil, and maintenance with no repairs! 


You'll find his complete running cost record on 
page 95 in the “Final Results’”’ book. See how your 
truck running costs stack up with other appliance 
men from all parts of the country who have loads 
and working conditions similar to yours. See evi- 
dence of Ford Truck Economy. 


See ‘Ford Festival” starring James Melton on NBC-TV. 
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EINAL RESULTS 


50 MILLION MiLLE 
S 
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New “Final Results’’ book gives black-and- 
white evidence of how little it can cost to run 
a Ford Truck in your kind of work! 


Now check your truck costs against “‘par'’! The 
“Final Results’”’ book is a practical ‘‘yardstick’’ that 
lets you compare your running costs with the actual 
experience of other truck users in your kind of job. 


See these cost-to-run figures today! There’s no obli- 
gation. Your Ford Dealer will be glad to show you 
over 5,500 reports . . . arranged so that you can easily 
find cases with loads and working conditions similar 
to yours. See actual running costs for gasoline, oil, 
maintenance and repairs, paid for by actual truck 
operators, on actual jobs! 


It may seve you real money! See how important it 
is to have the truck exactly right for your job. Before 
you buy any truck, see written evidence of how little 
Ford Trucks cost to run in your type of business. . . 
in any type of business! 


FORD TRUCKING COSTS LESS 


. . because Ford Trucks Last longer! Using latest registration data on 
7,318,000 trucks, life insurance experts prove Ford Trucks last longer! 
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It’s the SHAPE that makes the difference! 


5 fF the 


lrons backward as 
oasily as forward ! 


This is the famous Tru-Heat Iron 
with the shape that’s different! See 
the unusual tapered heel? It actu- 
ally lets you back into even the 
trickiest tucks and gathers. Roll 
the iron over on its Safety Side 
Rests and you'll see something else 
important, too... a permanently 
scratch-resistant mirror finish 
ironing surface that never loses its 


easy glide! Try it—soon as you can. 








a & 
=~ SPONSORED BY 


Bett Crocker 


General Mills Tru-feat Iron 
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GENERAL MILLS 
LAUNCHES BIG 
FALL PROMOTION 


Ads will reach 1 out of 3 
customers every month 


u 


17 MILLION women will see General Mills 
Home Appliance ads like the one on the 
left of this page. Readers of the popular 
magazines shown above will learn quick- 
ly about the Tru-Heat Iron with the 
shape that makes the difference, and the 
General Mills Toaster with its extra 


RADIO AND NEWSPAPERS also support 
the General Mills Appliance story. Betty 
Crocker’s long-popular “‘Magazine of 
the Air” will plug hard-selling messages. 
Newspaper supplements in the 49 top 
cities will be used. 


SELLING DISPLAYS 





ne 

SELLING DISPLAYS that give your cus- 
tomers a quick, complete story on the 
many advantages of the Tru-Heat Iron 
and the Genera! Mills Automatic Toaster. 
Get displays FREE from your dis- 
tributor or write: Sales Promotion Dept., 
General Mills Home Appliances, Min- 
neapolis 13, Minn. 
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HOFFMAN Telesets 


Hoftmon Radio Corp., 6200 S. Avalon 
Bivd., Los Angeles, 3, Calif. 
Models: 1951-52 line includes 2 table 
models, 17 consoles and 3 combination- 

consules 
Selling Features: Leader in line, the 


24-in. console No. 24\1708, available 


in mahogany and blonde woods; new 
line uses for the first time the new 
Mark IV Hoffman chassis which in- 
cludes engineering improvements such 


as tone controls on all combinations ; 
many of the sets also available in 
maple wood, ranch style at same retail 
list as mahogany finishes 

Prices: Table models from $199.95 to 
$229.95 ; Consoles from $309.95 to $610 
for model 24M707 leader in blond; 
Combinations $595 and $610 
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WESTINGHOUSE Telesets 


Westinghouse Electric Corp., Television 
Radio Div., Sunbury, Pa. 


Models: 16 new television receivers 
6 table models, 8 consoles and 2 con 
sole combinations 
Selling Features: New receivers fea 
ture the electronic clarifier—a com 
bination of 8 engineering circuit 
features designed to give a clear, 
steady picture; circuit features eli- 
minate streaks and flutter, include full 
band width reception, high gain tuner 
direct coupled circuits, a special diode 
tube to block out “snow” and interfer- 
ence, improved video amplifier for 
clarity, and a new tucus yoke for all- 
surface focus; single dial tuning re- 
tained—picture and sound are tuned 
simultaneously ; other features include 
afc, agc, built-in antennas, contrast 
circuits and rectangular black tubes. 

Top model of line, Carlisle, No. 
653K24, has 24-in. tube, mahogany 
finished cabinet with paneled half 
doors; equipped with electronic clari- 
fier, single dial tuning. 

French Provencial No. 655K17 con- 
sole, fruitwood veneer, full length 
doors, 17-in. tube. 
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TELEVISION AND RADIO 


Consoles With TV only include Lin- 
field, 664K17, 17-in. tube, mahogany 
cabinet; Brainbridge, 651K17, 17-in. 
tube, open front mahogany cabinet; 
Melbourne, 657K17, companion, in- 
frosted oak. Normandie, 656K17, 17- 
in. tube, French Provincial cabinet in 
mahogany, with full doors. Wellington, 
652K20, 20-in. tube, mahogany with 
full doors, and a companion Wads- 
worth, 662K20, frosted oak, 

Table models include Weston No 
665T16, lowest priced set, 16-in. rec- 
tangular tube, black plastic modern 
cabinet. Other table ute include 
Marlton, 663T17, 17-in. tube. black 
plastic cabinet; Stanton, 659T17, ma- 
hogany plastic; Medford, 649T17 
mahogany veneer cabinet and a com 
panion, Shelley. 650T17, in frosted 
oak. No. 648T20, 20-in. tube, in 
mahogany cabinet. 

Console combinations with AM-FM 
radios and 3-speel automatic record 
players are the Eastchester No. 660- 
( 17, mahogany with full doors and a 
companion, Standish, No. 661C17, in 
frosted oak. 

Prices: Console models from $299.95 
to $675. Table models from $199.95 
to $349.95. Combinations $499.95 and 


$525. 
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STROMBERG-CARLSON TV Console 
Stromberg-Carlson Co., Rochester, 3, N. Y 


Model: Stromberg-Carlson Mandarin 
17-in. TV console No. 317C5M. 

Selling Features: Compact—37} in 
high, 29 in. wide and 29 in. deep; Chi 
nese Classic design, pagoda-type top 
intercarrier tuning provides tuning site 
and sound together, a super high-gain, 
low-nvise tuner features permeability 
tuned high gain RF stage and “Tru- 
lok” dentent type channel selection; 
automatic re-trace suppression permits 
operation at full brilliance without in- 
trusion of re-trace lines into picture; 
“Power Equalizer” automatically 
transfers unused wattage from video to 
audio section; phono jack attachment 
for record player conveniently located ; 
rubber-mounted 12-in. concert-type 
speaker; African ribbon-striped ma- 
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1ogany cabinet ; special hand-decorated 
version is also available. 

Price: Mahogany $395 ; decorated $445 
Electrical Merchandising, Oct. 1951 


] 
MOTOROLA Telesets 


Motorola, Inc., 4545 Augusta Blvd., 
Chicago, 51, Ill. 


Vodels: 16 new sets—5 table 9 con 
soles and 2 table models with attach 
able legs. 

Selling Features: Outstanding feature 
of the new 1952 line is “glare-guard” 
process which eliminates up to 98 per 
cent of reflected glare—made possible 
by specially treated picture tube and 
an optically curved glass screen whic! 


directs reflections downward out of 
range of vision; all models have built- 
in UHF all-channel reception and 
tuner units for additional $40; and 
a UHF all-channel adapter for $49,95 ; 
fringe area range has been increased 
about 10 percent over previous models ; 
new styling designed to cover needs 
of all types of homes, emphasizes sim- 
plicity finishes include top grain im- 
ported mahogany, limed oak, Ameri- 
can maple; one 17-in. table model 
available in mahogany plastic; 3 ma 
hogany TV-radio-phono combinations 
are being continued in production—2 
17-in. sets and a deluxe 20-in. model 
Prices: From $16.95 for 14-in. table 
set to $389.95 for deluxe 20-in 
console 
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PACKARD-BELL TV Console 


Packard Bell Co., 1111 Wilshire Blvd., 
Los Angeles 17, Calif. 


Device: New 24-in. Packard-Bell mod 
el No. 2118 is added to Silver Anni 
versary Founder’s Masterpiece Series 
Selling Features: Available in console 
cabinet with full length panel doors: 
electronic circuit set with 16,000 volts 
being used to drive picture tube to in- 
sure greatest possible contrast and 
definition on giant picture surface; 
5 finishes—mahogany, walnut, blond 
oak, colonial maple and French Pro- 
vincial. 
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ADMIRAL Telesets 


Admiral Corp., 3800 W. Cortland St., 
Chicago, 47, Ill. 


Models: Admiral’s 7 new TV models 
include 2 table, 1 console, 1 consolette, 
2 combinations and 1 color console. 

Selling Features: “Built-for the 
future” with color television optional, 
all models can be fitted with Admiral 
UHF strip, which snaps into turret 
tuner and becomes an integral part of 
set at flick of wrist; “Color television 
optional provides color reception for 
those who want it now or at any time 
in future”; Admiral color adapter for 


olor television has 3-position switch— 
in position 1, the set receives black- 
and-white programs in usual way; in 
position 2, adapts set to receive color 
programs in black-and-white, full 
screen; and in position 3, reduces pic- 
ture size of position 2 to that of a 
10-in. tube for conversion to color by 
means of a color wheel. New models 
are as follows: 20-in TV table model 
No. 121K15, 16, 17; 14-in. table model 
15K22; 20-in. console No, 221K45, 46 
and 47; 20-in. combination, 321K65, 66 
and 67; and 17-in. combination No. 
37K55, 56 and 57; 17-in. consolettc 
27K85, 86 and 87; and 10-in. color 
console companion set C20M16. All 
above models except the 14-in. table 
model and the color console are avail- 
able in walnut, mahogany or blond. 
Prices: From $159.95 for 14-in. table 
model to $519.95 for the 20-in. com- 
bination in blond. (Color console not 
priced. ) 
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SCOTT TV Combination 


Scott Radio Laboratories Inc., 4541 Ra- 
venswood Ave., Chicago, 40, lil. 


Model: “Chippendale” deluxe 24-in. 
TV-radio-phono combination console. 
Selling Features: “Silver Anniversary” 
TV chassis; FM-AM radio chassis 
with specially modified 15-inch. co- 
axial PM dynamic speaker ; fast, silent 
record changer plays all sizes and 
speeds automatically; hand finished, 
matched mahogany veneers, 18th Cen- 
tury traditional. 

Price: $1495. 
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For Electric Range Sales ini Service ELECTRICAL APPLIANCE NEWS 
Get more with 


CHROMALOX Aes 


Mt TELEVISION AND RADIO 


“ ¢ e 
- a 
SUPREME “Gh i? _ 16-in. table in maroon metal cabinet. 


Haywood, 17-in. open-faced console, 
mahogany, walnut or limed oak. 
Price: Bristol, $279.95, $10. added for 
blond; Preston, $299.95; $10. extra 
for limed oak; (bases $19.95 and 
$29.95). Hampton, $329,50; Kendall, 
$389,50: Suffolk, $425. $20 extra, 
limed oak; Donley $150, $20 extra for 
limed oak; Rockingham, $475; Clar- 
endon, $495; Talbot, $225; Haywood 
$329.95 and $20 extra for limed oak. 
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RCA VICTOR TV Sets 


RCA Victor Div., Radio Corp. of America, 

Camden, N. J. 
UNIFORM Model: 8 new RCA Victor “Super 
OVERALL HEAT Set” TV receivers, and 2 “Power 


3 for the largest utensil Plus” models. 
SELLING Selling l-eatures: Super Set line in- 
0 cludes table, consolette and console 


models with cabinet styles ranging 

from Provincial in the Clarendon to 

simple modern in the Donley; all 

models have big-screen with 17- or 

21-in tubes ; powered by a new chassis CROSLEY Telesets 
with 21-tuned circuits; a new R-F 

tuner; a double-shielded tuning unit; Crosley Div., Avco Corp., 
improved fringe-area reception; tun- Cincinnati, O. 








Models: 21 Crosley television models 
for 1952 include 3 table, 12 console 
and 6 combinations. 
Selling Features: 1952 Crosley Duo- 
Frequency TV receivers feature spe 
cially designed furniture in Georgian, 
Modern, 18th Century Traditional, 
Chippendale, Early American, French 
Provincial and Regency styling ; built- 
in arrangements for easy attachment 
of UHF and color converters, no-glare 
picture window slanted to eliminate 
exterior light reflections; wide angle 
viewing; slide rule tuning panel tilted 
upward for easier reading and tuning ; 
ing unit covers entire VHF band: an- increased sensitivity and automatic re 
other tuning unit interchangeable with trace line elimination; built-in dual 
first, covers ULHIF as well as VHF dipole antenna. All models have rec- 
for use when programs become avail- tangular picture tubes; 2 table models 
able; Models include: Bristol, metal of modern design, mahogany finish, 
cabinet table model, maroon or blond have 17-in. tubes, one table model 
finishes 17-in. tube. limed oak. 

Open faced consoles in modern de- 
sign with 17 and 20-in. tubes in ma- 
hogany veneer and limed oak veneer 
finishes; half-door consoles in mahog- 


Lo ig F : 5 ; any limed oak or maple veneer in 17- 
SS 5 F é 5 Z and 20-in. tubes. Full door models in 
.~ + a =. seed : blond modern in 17-in. tubes and ma- 
- ; n , ; ; 
3 4 ¥ de . E 


Outer Coil Heat—for uniform, economical 
[ ooking in large utensils and frying pans. 


Get the Full Story Today / 


send for the booklet or mahogany ; wooden bases in 2 differ- 
**The Switch is On’’, it shows = ati 
you how to profitably sell and Hampton, cons jlette, 17-in., modern 
- : : - limed oak, walnut or mahogany. 
service all electric ranges Kendall, 17-in. consule with doors, in 
imed oak, walnut or mahogany. 
Suffolk, full-door, 21 in. console, hogany Chippendale with 20-in. tubes. 
Range Unit Division: EDWIN L. WIEGAND COMPANY colonial styling; mahogany, walnut or Combination TV-radio-phonos in- 
7525 THOMAS BOULEVARD, PITTSBURGH 8, PA, limed oak.” ? clude half door models with mahogany, 
Donley, console, full length doors; limed oak or maple and full door 


21-in. mahogany, walnut or limed oak. models in mahogany or maple ; all 

Cl 1'x@) \ Ke) ‘ Rockingham, curved doors with un- Combinations have 17-in. tube, radio 

4! an) ia \ usual design fittings; 21-in. tube; ma- and 3-speed automatic record player. 

hogany, walnut Top model, 20-in. combination has 

‘ , "40 Clarendon, Provincial ign cabi \M FM radio, 10-watt speaker and 
Electric Cooking atts Sest / ren¢ >rovincia design cabi I 


net, maple. mahogany, or walnut. a 3-speed automatic record player 
Power Plus models: Talbot, compact Electrical Merchandising, Oct. 1951 


Inner Hot-Spot that saves up to 45% of the 
| electricity used in small pons and percolators. 
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You can offer all the best selling features 
with FLORENCE Electric Ranges 





© Big, colorful Florence 


ads are running in these 


national magazines—Sat- 
urday Evening Post, Bet- 
ter Homes & Gardens, 
Good Housekeeping, 
McCalls, 
Country Gentleman. Let 
people in your community 
know you feature Florence 
-you'll see the differ- 
ence in increased sales 


Household, 





MP-1A Pressure Cooker 


Can be used in Deep-Well Unit 


Cooker Converts 





Deep-Well 
to Surface Unit 


Duplex" 











Smart Styling. 


Flush-to-Wall 
Installation 
Titanium Porcelain 
Finish. 


every day! It’s the modern way to cook; the 


he Mx AND MORE electric ranges are being sold 


ELECTRIC RANGES + GAS RANGES + LP-GAS 


clean, fast, automatic way. And every housewife 
is a potential customer for a new Florence...the 
electric range that offers more of what most 
women want. 

Florence Ranges and Heaters will be pre-sold 
to American women in the country’s foremost 
magazines...month after month. 

Your customers are protected by the Florence 
Electric Range warranty...and by well-known 
Underwriters’ Laboratories, Inc., plus the Good 
Housekeeping Seal. 


ES 


























Deluxe Backguard 
and Top Light 


Centralized Control Panel 


d Surface Units 


High-Spee 


ven Timer 


Automatic O 
and Electric Clock 


Pre-Heat Oven Thermostat 


Indicator Lights 


Timed Appliance 
Outlet 


Standard Appliance 


Outlet 


Arkless 5-heat 
Switches 


Size Oven 
with Oven Light 


Large 


Look-in Oven 
Window 


Porcelained 
Oven Lining 


Chrome 


Oven Racks 


Full-Size 
Warming Oven 
2 Roomy 
Service Drawers 


Recessed Base 


FLORENCE OFFERS EVERYTHING EVERY DEALER NEEDS: 


id 


Full line of cooking and heating 
appliances... for every fuel... 
for every budget. 
Top-quality . . 
priced. 

A good margin of profit for you. 
Sparkling, eye-catching design. 
Work-saving features that close 
sales. 


Consumer acceptance that builds 
demand 


. competitively 





ad 


- 
ad 
al 
v 
ad 
ad 


Co-op advertising plan. 

Full color point-of-sales displays. 
Complete selection of dealer sales 
helps. 

Warehousing facilities for better 
service, 

Big-company resources — 3 modern 
plants. 

Continuous research and product 
improvement, 

Over three-quarters of a century of 
experience — a tradition of value. 


Forronce. 


Ranges and Heaters 


RANGES * OIL RANGES 


COMBINATION RANGES *« OIL HEATERS * GAS HEATERS 


FLORENCE STOVE COMPANY...General Soles Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, Illinois. 
Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 1 Park Avenue, New York; 1452A Merchandise Mart, Chicago; 


471 Western Merchandise Mart, Son Fr 
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St., S.W., Atlanta; 301 North Market St., Dallas. 

















Here’s your answer 
to the gift buyer who says... 
“they have everything” 


$9350 


ae 


electric clock 


Gift buyers are looking for something unusual a gift that 


will be talked about yet will be in perfect taste. Your 1951 
answer to the problem is “the clock you can see thru’. Here you 
have big profits from easy sales on an item you can sell 


with confidence 


The perfect Business Gift 
preciated in the office or the home. 24 Karat gold plated. Split- 


equally beautiful and equally ap- 


second accuracy. Fully guaranteed 


This Christmas feature the “Golden Hour’ 


IT SELLS ITSELF WITH THIS FREE DISPLAY 


Display the “Golden Hour 
and you'll sell it! This dis- 
play is specially designed to 
call attention to the “see 
thru” feature of the clock 
It’s yours for the asking 
Write direct or 


CALL YOUR 
WHOLESALER 


. 
Nationally 
SHdvertised 


* 


JEFFERSON ELECTRIC CO. + 906 25th AVE. « BELLWOOD, ILLINOIS 
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TELEVISION AND RADIO 


MAGNAVOX TV Console 

The Magnavox Co., Fort Wayne, Ind. 
Model: Holiday console receiver. 
Selling Features: 17-in. Magnascope 
TV screen free of glare, tlicker and 
“snow”; equipped with Magnavox se 
ries 104 synchromatic tuning chassis 
with 20 tubes including 2 rectifiers 
and rectangular picture tube; features 
Magna-Lok picture synchronizer that 
simplifies tuning; automatically elimi- 
nates interference; full-range sound 
achieved through 12-in. Magnavox dy- 
namic loudspeaker; automatic signal 
leveler; instant tuning; mahogany. 
Price: $298.50 
Electrical Merchandising, Oct. 1951 


WESTINGHOUSE Radios 


Westinghouse Electric Corp., Television- 
Radio Div., Sunbury, Penna. 


Models: 8 new radio models include 
3 AM tables, 2 portables, 2 AM- 
FM tables and a console combination. 
Selling Featurcs: Portables No. 348P5 
and 349P5 have 5-tubes; 3-way opera- 
tion: ac-de and hattery; No. 348P5, 
maroon and gray; No. 349P5, green 
and tan. 

AM FM table model 351T7 ivory, 
No. 350T7, mahogany; 7-tubes, a.c.- 
d.c. operation 

No. 354C7 console has 7 tuhe FM- 
AM radio and a 3-speed automatic 
phono; mahogany cabinet. 
Electrical Merchandisina, Oct. 1951 


RCA VICTOR Radio 


RCA Victor Div., Radio Corp. of America, 


Camden, N. J 


Model: The Livingston, No. 1R81 


AM-FM table radio. 


Selling Features Features an 8-in 
loudsneaker ; separate built-in antenna 
for FM reception, and for AM recep- 
tion a larger, more sensitive version of 
ferrite antenna introduced earlier in 
year for Personal portable model; 
added sensitivity gained by shielding 
FM tuner, adding 3-gang tuned RF 
circuits for AM and FM reception; 
maroon plastic cabinet: large edge- 
lighted circular tuning dial; control 
knohs mounted on side of cabinet; 
built-in phonojack also provided 
Price: $79.50. 
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AUDAR Phono-Radio 
Audar Inc., Box 438M, Pasadena, 18, 


Calif 


Model: “Vermont” phono-radio. 
Selling Features: Vavly American de- 
sign: table top cabinet of solid birch 
with hand rubbed maple finish; fea- 
tures a 7-tube transtormer powered 
radio and amplifier with separate bass 
and treble boost controls, push-pull 
power output; 8-in. speaker: record 
changer plays all sizes, speeds, types of 
records automatically : matching chair- 
side stands and record cabinets avail- 
able as accessories 
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EMERSON Phonoradio 


Emerson Radio & Phono Corp., 111 Eighth 
Ave., New York, 11, N.Y. 


Model: Emerson No. 703 table phono- 
radio. 

Selling Features: Equipped with 3- 
speed automatic Phonvuradio for con- 
tinuous playing of all size records; 
phono equipped with self-starting, con- 
Stant-speed motor; crystal pickup in 
feather-weight tone arm; automatic re- 
ject switch and automatic shutoff; ra- 
dio features “Super-loop” antenna; 
large sealed Alnico 5 PM dynamic 
speaker ; beam power output, tone con- 
trol and avec; pin-stripe mahognay 
veneer cabinet, compact and light 
weight for room-to-room portability. 
Price: $99.95. 
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URGES SUPPORT OF 
NEMA GIFT CAMPAIGN 











Full cooperation with the 
Electrical Llousewares Gift Cam- 
paign has been urged by the 
sales department of Hamilton 
Beach. 

“The new Fall-Christmas mer- 
chandiscr which NEMA is now 
offering dealers contains a wealth 
f gift merchandising suggcs- 
tions,” said Fred S. ‘Tucrk, sales 
manager. “Ilere are idcas on 
window display, point of sale, 
gift display units, gift wrappings 
and gift certificates. 

“This is a continuation and 
expansion of the promotion that 
worked so well for cooperating 
dealers this Spring. It is a well 
rounded campaign that has been 
very thoughtfully prepared. It 
will work for dealers who work 
with it. Our representatives are 
urged to support it wholeheart 
edly.” 


HOT SPRINGS DEALER 
IS MIXER ENTHUSIAST 


Joe M. Kaufman, Kaufman 
Electric Co. Hot Springs, 
Arkansas, is a loyal booster for 
the Hamilton Beach Food 
Mixer. “I have been selling ]lam- 
ilton Beach products for over 11 
years and the quality and work- 
manship in their appliances is 
amazing. We always recommend 
Hamilton Beach as we have a 
service shop servicing all makes, 
and I can conscientiously sav we 
have not had a single Hamilton 
Beach in warranty return since 
we have becn in busincss. 

“T have had a Hamilton Beach 
in my own home for over six- 
teen years. It has been in daily 
use over this long period and 
has never stopped or given any 
trouble. Hamilton Beach can 
not be praised too highly for 
the quality of their appliances.” 


HAMILTON BEACH © 


‘s BASIEST TO SELL bastse EASIEST TO USE 


— 





COMPARE it for EASE OF USE! 


Easiest Portability with beater unit that glides 

off stand for use at table, range, anywhere! No 

triggers, catches, latches. Compare! Easiest to use 
. . easiest to sell. 


Easiest Operation with exclusive MIXGUIDE 
that puts 10 tested speeds under the thumb, mag- 
nified for flash reading. Hand that holds mixer sets 
speed. Frees user's other hand to hold a pan, add 
ingredients. Full power at all speeds. Compare! 
Easiest to use . . . easiest to sell. 


Easiest Bowl Control shifts ever-turning bowl 
while beaters revolve—guarantees thorough mix- 
ing. Easiest of all food mixers to use regardless of 
price—easiest to sell! Compare. Then push this 
comparison theme in talking to customers. That 
way, you tie in with the idea that highlights the 
current hard-hitting Hamilton Beach advertising 


COMPARE it for PROFIT! 


As the chart shows, Hamilton Beach pays off—a 
solid 38.18%. No, mixers “A,” “B,” “C,” and “*D” 
are not ‘‘statistical standbys.’’ These mixers are 
leading brands. You're familiar with every one of 
them. But check your price sheets. Prove to your- 
self that Hamilton Beach pays you more! 


EASIEST-TO-SELL MIXER “A” PAYS 
HAMILTON BEACH ™%E® "8" rays 
GIVES YOU MIXER "C PAYS 


MOST PROFIT MIXER “D" PAYS ELM MA tual 
Heebner 38.18°., PROFIT 


ON FOOD MIXER 
SALES! 


(Percentoges based on List Prices, including tox 
os of July 1, 1951) 





campaign. 








* getait 


pox! 


met 


Mr. Kaufman cites the fact that his 
company has given four Hamilton 
Beach Food Mixers to Home Ec de- 
partments of local schools as evidence 
of his high regard for the appliance. 


TEN MAGAZINES ON 
FALL AD SCHEDULE 


The Ladies’ Home Journal. Better 
Homes and Gardens and Successful 
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Scovill Mfg. 


Farming are among the magazines 
scheduled to carry Hamilton Beach 
advertising during the Fall and Christ- 
mas season. Other publications on the 
list include Amcrican Wecklv. True 
Story, Woman’s Dav, Todav’s Wo- 
man, Living, House Beautiful and 
Modern Bride. 

This campaign will reach a total of 
more than 84 million circulation. a 
company representative said. Theme 


., Racine, Wis. 


of the campaign on the Model G 
mixer will be “Compare and you'll 
choose Hamilton Beach. Compare tor 
value. Compare for performance.” 
Mixctte ads will stress the convenience 
of this smaller portible mixer for 
small kitchens and occasional cooks. 
The $18.75 list price will also be fea- 
tured. Decp-Clean Vacunm Cleaner 
advertisements will be bised on “‘more 
air-flow for more di:t-lift.” 
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Refrigeration Manufacturer 


Safeguards Motors with 
KLIXON Protectors 


HAGERSTOWN, MD.: B. C. Davison, Manager of Service 
and W. L. Currie, Chief Sales Engineer of Victor Products 


Corporation agree KLIXON Protectors give complete motor 


burnout protection to their world famous line of refrigeration 
products. Mr. Davison says: 


“Our returns of compressors equipped with Spencer relays 
and motor protectors have been nil. Klixon protectors have 
proved of immeasurable value in safeguarding compressor 


motors against over-loading and inadequate voltage.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors illustrated are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 
increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 
for equipment with KLIXON Protectors. 


Automatic 
eset 


KLixo 


SPENCER THERMOSTAT 


Division of Metals & Controls Corp. 
2510 FOREST ST., ATTLEBORO, MASS. 


nee ae ee wh ow 
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TELEVISION 


WESTINGHOUSE Clock Radios 


Westinghouse Electric Corp., Television- 
Radio Div., Sunbury, Pa 


Device: Westinghouse clock radios 
No. 355T5 and 356T6. 

Selling Features Features a sleep 
control which shuts off radio automat- 
ically in evening and turns it on in 
morning; automatic signal alarm can 
ye set for morning rising; radio can 
control any appliance using up to 1000 
watts; available in maroon plastic 
(No. ivory, (356T6.) 
Price: "$36.95. 
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EMERSON Radio 


Emerson Radio & Phono Corp., 111 Eighth 
Ave., New York, 11,N.Y 


del: No. 702 table radio 

lling Features: A.c.-d.c. superhet cit 
cuit; sealed Alnico 5 PM dynami 
speaker, large built-in loop antenna; 
beam power output; full-vision slide 
rule dial ; decorator styled cabinet, pin 
tripe mahogany veneers 
Price: $29.95. 
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TAPEMASTER Tape Player 


Audio-Master Corp., 
341 Madison Ave., New York City 


Device: Low cost tape playback 
nachine. 
Selling Features: Replays magnetic 
cordings made on any standard tape- 
recorder; available as_ self-contained 
unit with own 5} in. loudspeaker and 
4-tube amplifier or with pre-amp only, 
ready to plug into existing amplifier, 
radio or TV set; both units available 
at either 3} in. or 74 in. speed per 
second and feature double track opera- 
tion with frequency range up to 8000 
cycles with 1 and 2 hr. recording time, 
depending on _ speed; completely 
portable. 
Price: $69.50 for attachment; $89.50 
for unit with amplifier and speaker. 
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OCTOSER, 


AND RADIO 


SHURA-TONE Phono 


Shura-Tone Products Inc., 440 Adelphi St., 
Brooklyn, 17, N. Y. 


Model: No. 399 3-speed, 2-tube am- 
plified “all purpose” phono, 

Selling Features: Solid wood case cov 
ered in 2-tone, ivory and maroon, 
washable leatherette with 2 inlaid con 
trasting plastic strips. 

Price: $27.95. 
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TV Briefs 


Industrial Television Inc., 359 Lex 
ington Ave., Clifton, N. J. has added a 
Cascode Autobooster No. IT-90A to 
line. Retains automatic features of 
IT-75A Autobooster, provides highe: 
gain, improved signal-to-noise factor 
and other features for sub-fringe appli 
cations and community antenna sys 
tems. Input amplifier is of low-noise 
cascode (Wallman circuit type, using 
the new 6BQ7 dual triode) ITI line 
now includes: IT-75AB Autobooster, 
IT-96A Channel Autobooster and IT- 
90A Cascode Autobooster. 


Tenna- Clip, answer to TV antenna 
connection problem, also announced by 
Industrial Television, Inc., makes posi 
tive connection to standard screw-type 
antenna posts for 300 oh m line; can't 

rt out; provides strain relief; low 
nia, and ‘makes fast, permanent con 
nection. Suggested retail price 49c 
each. 


Brach Mfg. Corp., Newark, N. J., 
announces new fringe area antenna No 
TA-450 Air General. A 4-bay stacked 
6-bar antenna with 24 dipole elements 
and 4 reflectors. Has average gain of 
12 db. on channels 7 to 13 and 8 db 
on channels 2 to 6. Features non-hy- 
droscopic insulators, seamless tub- 
ing, seamless cross arms; made with 
3S hard aluminum to withstand high 
winds and ice loading. 
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A sure-fire, tried and tested sales plan timed right 
to help you move high-grade, profit-building gas 
ranges off your floor in volume. Tie in today! 


Automatic is the Buy Word for every woman. 
Automatic is the Profit Word for every dealer. 
Ride the tide and make 30% more profit with 
Automatic gas ranges built to “‘CP’’ Standards. 


Get full details from the gas range manufacturers 
listed below or from your gas utility. 


Automatic au zagece 


its a nafural 
ANOTHER Big NATION-WIDE 
GAS INDUSTRY PROMOTION 
To help YOU push up 
SALES AND PROFITS 


‘AB * BLUE-BONNET + CALORIC + CLARE * CROWN © DETROIT JEWEL + 
EMPIRE * ESTATE > GAFFERS & SATTLER * GARLAND * GLENWOOD : 
GRAND + HARDWICK + INGLIS-TAPPAN * MAGIC CHEF + MAYTAG 
DUTCH OVEN * MOFFAT-ROPER + OCCIDENTAL * ODIN BEAUTYRANGE > 
O'KEEFE & MERRITT + PAN AMERICAN * PERFECTION * ROPER + ROYAL - 
_ SPARK + TAPPAN * UNIVERSAL * WEDGEWOOD + WESTERN HOLLY 


Gas AppuiaAnce MANuFacturers ASSOCIATION, INC. 
60 East 42nd Street, New York 17, N. Y. 
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Dependable cooking insurance 
for many, many years 


Equipped with Sensational New 
“ROCKET-SPEED” BURNER 


Housewives and home economists alike are hailing the ROPER 


“Bake-Master” Oven in highly complimentary terms. e They like 
its size. It's big enough for a 30 |b. beef roast, a 35 lb. turkey, four 
9-inch layer cakes, a complete meal for six people. e They like 
its outstanding burner. The “Rocket-Speed” will race through a 
high temperature baking job or coast along slowly at low temp- 
erature with meats or full oven meals. e They like its uniformity of 
heat. Top, bottom, sides, corners, every rack position provides the 
same correct temperature. @ They Jove its results. Here is nour- 
ishing, full-flavor goodness that always seems to call for a second 
helping. e ROPER Gas Ranges are ideal for city or country... 


fine for any kind of gas, including liquefied petroleum gas. 


Popular Roper CROWNING ACHIEVEMENTS 





Alltrol Exctusive 
“Center-Simmer"” “Staggered” 
Top Burners Cooking Top 


“Insta-Matic”” “Boke-Master" “Roper-Gio" 
Clock Control Cooking Broiler 
For Oven Cherts Burner 


GEO. D. ROPER CORPORATION oe Rockford, Illinois 


Offices and Warehouses in Principal Distribution Centers 


PAGE 162 


ELECTRICAL APPLIANCE NEWS 


Hew frida 





TV Briefs 


Radiart Corp., Cleveland. 2, an- 
nounces the Spee-Dee chimney ees 
easily installed: features absence of 
usual nuts at olts for tightening 
straps arour himney ; slip-proof alu- 
minum rate] lock winds up straps 
and locks them tightly in place: for 
use with masts up to 1% in. od ; made 
possible by large “U" holt: comes 
complete with galvanized steel strap 
ping. 


Also announced by Radiart is an 
improved Tele-Kutor “Cub” rotator 
which can handle wide range of ap- 
plications, although primarily designed 
for average installations; features true 
in-line thrust between antenna and 
mast: available in mudel 5021 with 
mahogany plastic cabinet contaming 
it or “hairline” tun- 
-wire cable; lists fur $44.95 
A new auto radio antenna called 
< t ed bv Insu- 
) Long Island 

n & 2 sists’ of 3 teles 
rf oe avily c hrome} tated 
ass extending to Mehes : 46 ! 
shielded lead-in poe fitted with pre- 


soldered plug at receiver. 


} 


me precision tools designed to sim- 
pl and speed up TV avd radi ser- 
rations—No. 6247 dual blad- 
" aligner and No. 6249 tun- 

wand 


Insuline Corp. also announces 2 


Celomat Corp., New York, N.Y. 
announces a new dual color wheel that 
permits color and black and white 
viewing out elaborate change- 
overs. ual color wheel consists of 
- clear plastic discs with color seg- 
memuts that are balaneed and matened 
in pairs of same density; color seg- 
ments in rotation unite to form per- 
fect color wheel: ior black and white 
viewing, wheels are kept stationary. 


OCTOBER, 


Technical Appliance Corp., Sher 
burne, N. Y., announces a new 5-ele- 
ment, twin-driven Yagi for extreme 
fringe areas known as the Super 980. 
Features gain greater than 4-element 
twin driven design; consists of 3 para- 
site elements, 2 directors, 1 reflector 
and 2 driven elements; driven ele- 
ments are folded-dipoles connected in 
parallel with terminal impedance 
matching the 300 ohm twin lead line. 


Tune-O-Matic, a 2-stage broadband 
automatic seli-tuning TV bouster No. 
3002, for fringe and intermediate areas, 
is announced by Electro-Voice Inc., 
Buchanan, Mich. Uses 2 new type 
6BK7 tubes in a low-noise circuit; 
provides uniformly high usable gain 
with low internal noise on all channels 

minimizes ‘snow; gives greater 
picture definition and clearer sound; 
no signal drift; ne limiting peaks to 
affect video or autio ; automatic tun- 
ing; no buuoster dials; easily concealed 
behind set; plugs into a.c. outlet and 
TV receiver into it; turned on or off 

TV receiver: weighs 1 lb. 13 ozs.; 

pertone haked lacquer: price $39.50. 


“Tuck-Away” Booster No. VB has 
been added by JFD Mig. Co. Inc, 
Brooklyn, | Oe Compact lY in. 
deep, for out-of-sight installation; 
lelivers over 20 db gain of full 
6 me band; special temperature com- 
pensated therme-relay pewer switch 
gives automatic on-fl operation. Ham- 
mertone metal case. gold finish ; $19.95. 


A 4-way TV antenna switch has also 
been announced by JFG Mig. Co.; per- 
mits instant switching te desired an- 
tenna and supplies swift. low-loss 
switching facilities in any TV installa- 
tion where up to 4 antennas are used. 
\ constant tnpedance rotary switch 
with low-loss resistance  silver-to 
silver contacts provides maximum en- 
ergy transfer. No. AS4, lists at $5.95 


Grayburne TV-IF signal booster 
designed for use in near-fringe as well 
as metropolitan or suburban areas 
where moderate increase in signal 
will produce satisfactory results on 
“weak stations”; increases video and 
audio signals approximately 25 per 
cent. No TSE-1 Grayburne booster 
is a complete IF stage ready for in- 
sertion in receiver circuit—no external 
cabinet to house unit is needed, and no 
on-off, or channel switches required 
Made by Grayburne Corp., 103 Lafa- 
yette St. New York 13, N. Y 
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sorTER THAN RAIN ® 
Helps Wate to il Re 


Keep clothes washing machine customers happy bY stocking 
Calgon panishes washing film troubles, 


eliminates iner osits—makes any soap OF soap powder 
wash better: Ci ashing machines do their 
best work. Calgon, J yater conditioner, is specifi- 
cally recommended by lJeading manufacturers of standard 
and automatic clothes washing machines. Textile makers, 


100, include Calgon in instructions for safer, cleaner washing- 


i CALGONITE ! 


Leading manufacturers of houschold dishwashers recommend 


Calgonite—the product that sparked dishwasher sales. 


It insures trouble-free operation of dishwashers; eliminates 
needless service calls; makes customers enthusiastic boosters of 
this modern method of dishwashing. Calgonite, 4 blend of 
Calgon and active cleansing materials, conditions the water, 
makes dishes gleam—free of film. -: Keeps the machine 
FOR HOUSEHOLD 


clean, too. MECHANICAL DISHW : 
ASHING | 
\\ 





Here’s how to 
cash-in on th 
® Stock Calgon and Calgonite ese plus sales and plus profits 


® Give Cal 
gon and Calgonite eye-level shelf 
space 


] . 4 j 


ELECTR CA 
ICAL MER CHANDISING—OCTO LGON, INC, ua 
BER, 1951 gan Building, Pittsburgh 30, P 
, Pennsylvania 
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ELECTRIC BEAN POT 


Smooth ceramic-and-metal. appliance bakes wonderful beans 
with simmered flavor has many other uses. Sturdy chromed- 
steel heating unit can be used separately. Holds 2 quarts. Com- 
plete with cord. Retail, $6.95 inc. excise tax. 


Two fast-moving appliances with popular price appeal! 


There'll be lots ot sales action in your Electrical Housewares 
department when you feature these two during the coming gift 
season. Your customer can’t help being happy about the reason- 
able price — $6.95 each — and you have the pleasure of offering 
her an extra measure of usefulness and enjoyment for the money. 


KEEP ADEQUATE STOCKS 
FOR HOLIDAY SALES. J f ST Wal p 
aa 
RE 3 


west steno wisconsitwn 


ELECTRIC CORN POPPER 


Crystal clear, heat-proof glass cover makes the popping corn 
always visible. Pops 2 full quarts of flufty full-kernel popcorn in 
2 minutes after pre-heating. Has molded plastic handle and 
legs.. Complete with cord. Retail, $6.95 inc. excise tax. 


NEW EQUIPMENT for your BUSINESS 


GUILD Sander 


Porter-Cable Machine Co., 
Syracuse 8, N.Y. 


Device: No. 106 Guild sander, for 
home owner, carpenter, etc. 
Selling Features: Powered by heavy 
duty Universal motor; suitable for 
cabinet work, featheredging, leveling 
and smoothing; refinishing metal 
parts, etc.; gearless design eliminates 
servicing problems common to more 
intricate models; abrasive pad revolves 
in a '%-in. diameter orbit at 4,000 
rpm; because of this orbital motion 
machine can sand with, against and 
across grain without scratch or mar; 
weighs 6 lbs.; well balanced; compact 
914x4'4x6™% in. high; shaped handle 
fits hand for firm grip; conveniently 
located trigger switch; uses 4% of a 
standard 9x11 in. sheet of sandpaper 
Price: $49.50 
Electrical Merchandising, Oct. 1951 


¢ 
LYON Tool Stand 


Lyon Metal Products Inc., Aurora, III 


Device: Lyon tool stand 
Features: Available in stationary or 
portable models ; trays are interchange 
able and punched for attachment 
drawers; drawer | yadlucl 
ment and slitit 

' 

Al 


operates on ball 


of 

idluck attac!} 
tray; drawe: 

bearing rollers; 37 

in. high with casters; trays 20x28 and 

24x36 in 

Electrical Merchandising, Oct. 1951 


I 


WRIGLEY Motor Truck 


Hambro Machinery Div., 
350 Fifth Ave., New York, N.Y. 


Device: Wrigley general purpose mo 
tor truck No. 332 

Features: For materials handling of 
all types; body of sturdy steel witl 
low wooden floor, 18 in. high, 12 ir 
uinged sides; pan type tractor seat; 
1eavy steel plate bumper gives for 
ward protection to power unit; load 
capacity l-ton; has gasoline driven 
3 h.p. motor; engine has 3-speed and 
reverse gear box; gear ratios avail 
able to suit different conditions and 


loads with road speed range up to 
10% mph. 
Electrical Merchandising, Oct. 1951 











METALCRAFT Autographs 


Metalcraft Inc., Box 240 
Mason City, lowa 


Device: Metal nameplates to identify 
equipment sold by a retailer. 
Features: Individually designed for re- 
tailer’s approval ; adhesive-backed, can 
be permanently mounted on = any 
grease-free surface, flat or curved; 
lithographed in red and black ink on 
chrome plated metal; in 2 sizes: 14x 
49 in. or 234x¥s in 

Electrical Merchandising, Oct. 1951 


STOCKART Ladder 
Ballymore Co., Wayne, Pa. 


Device: Stockart safety-step ladder 
Features: Designed for use with stock 
carts; 4-steps; has hangers that are 
adjustable for pushbar heights from 30 
to 38 in; mounted on ball bearing 
rs lor easy moving; castors auto 
matically retract putting 2 rubber 


tipped legs into firm contact with floor 

inder user’s weight; all steel with %4 

’ u irames; non-slip steps 
mndising, Oct. 1951 


MACK Oil Sentry 


Mack Products Co., 
Winthrop Centre, Mass. 


Device: Mack Oil Sentry—a refrigera 
tion compressor oil charging pump de- 
signed to provide new, faster, safer 
way to charge compressors with oif 
Features: Simple unit attaches to any 
l-gal. can of refrigeration oil and 
makes handy, portable tool for refrige- 
tion or appliance service man—it 
measures oil as pumped. Air or water 
cannot enter at any time; can is 
sealed by neoprene gasket when plung- 
is in down position; sturdy 4-f. 
hose equipped with spring 
yrees at pump and nozzle end; 
viling automatic washing 
ne transmissions, also a_ safe 
imer of oil burners. 


trical Merchandising, Oct. 1951 


SCOTTY Work Bench 


Natkin & Co., 1601 S. Hanley Rd., 
St. Louis 17, Mo. 


Device: Natkin “Scotty” all-purpose 
metal work bench, No. 9192. 
Features: All steel construction with 
i “Nat-Flex” top—a non-conductor 
resistant to oil, grease, water and 
abrasion; will not fracture or break; 
also available with heavy steel bench 
top; 60 in. long, 24 in. wide, 33% in 
high 

Electrical Merchandising, Oct. 1951 


OCTOBER, 1951—ELECTRICAL MERCHANDISING 





Sensational Fall Promotion...: 





Your Customer Saves 16.95 


ROYAL Model 153S revolving brush floor cleaner. Aluminum 
construction. Powerful, durable, efficient. 


poorer A095 ii. 9995" 
YOUR CUSTOMER SAVES 10.00 





ROYAL Cleaning Tools, Model No. 245. 
ular When bough * 
po 1625 with Mode! 1535 1900 
YOUR CUSTOMER SAVES 6.95 


TOTAL SAVING 16.95 





me 
* Guaranteed by 
Good Housekeeping 
fy ~ 


A) 
OF AS apvenristo WEES 


gut OR , REFUND Or ,: 
* 2, 
Or 


Your Customer Saves 10.00 
on this ROYAL “’Cylinder”’ 


You can offer this special price for a short time. ROYAL Model 270 with complete 
set of tools. 


mice 5995) — Eines Time 4Q95° 


See your ROYAL Distributor now and place 
your order to insure prompt delivery. 


ROYAL Cleaners are sold only 
through dependable local retail dealers. 


ROYAL VACUUM CLEANER COMPANY 
Cleveland 8, Ohio 
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Lops: 


in EYE appear 
in EAR appeat 





Complete 917 97° 








au. MCW pENTRON 
TAPE RECORDER 


The Smartly Styled New DUO-SPEFD Portohle com- 

bines beauty with incomparable performance 

... the finest in portable recorders. Records any- 

thing, plays back instantly with a tone quality equal 

to the finest FM radio. Big market in homes, schools, churches 
and businesses. 


Weighs Only 27 lbs. 2 Hours Continuous Recording or Playback ¢ Editing 
Key Corrects while Playing ¢ Push-Button 3%” and 74” Speeds © Supe r-S peed 
Rewind and Forward ¢ Automatic Amplifier Equalization in Either Speed 
¢ Available with Dual Track or Single Track Heads. 


Send Coupon Now! Be The First To PROFIT! 


DUO-SPEED 


PENTRON 
TAPE RECORDER 


THE PENTRON CORPORATION 


217 EAST CULLERTON STREET, CHICAGO 16, ILLINOIS 


Street 
City 
My Distributor 
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“Time for Everyone” 


In the Magazines 


WOMAN'S SERVICE GROUP 
Good Housekeeping 


ling of Household Ap 
Kendall 


a 12-page sec 


liances,” Helen 
lousekeepu October 
1 devoted to major appliances and 
housewares, includes the fol- 
ng titles: “Don't Buy Good Equip 
n The Wrong Way”, “All You 
Nee Know About Wiring Your 
“How To Save Money On 
Ranges, Dryers, Washers, ete.”, “Ap 
pliances Need Love”, and “Now You 
Can Afford New Appliances.” 
“Let The Teen-Agers Help” and 
two one-column 


House”, 


me care teatures 


Woman’‘s Home Companion 


‘Heart-Saver Kitchen,” by Bernice 
Companion, October—a kit- 
chen can be designed to avoid every 
unnecessary strain 

‘10 Ways to 


some taik 


Strawn 


Save Cleaning Time’— 
w-made cleaning ideas that 
save time and effort 

“Short Cuts For Washday,” by Betty 
G. Wadsworth—five hints for saving 


nergy 
McCall's 


‘One Week I’m Mrs. Herbert Phe 
I'm Elizabeth Sweeney Herbert 
ul’s,” by Elizabeth Sweeney 
McCall's 
f electric housekeeping, 23rd in 
s entitled “This Is How I Keep 
House 
Do You Need An Extra Oven?” by 
Helen Kirtland—features the versatil- 
ity of the electric roaster. 
‘New Way To Wash Blankets With- 
uit Shrink,” by Eleanor B. Cook 
yw to wash blankets with an auto 


October - SIX 


at yasnet and drver 
Parents’ 


“Planned for Easier 
September 


Housekeeping” 
Parents’ 10th 

able Home includes automatic 
Irv equipment 


Today's Woman 


“Clean Floors Mean 
by Ruth Gaffney—7oday's Woman 


Is help keep 


i Clean House” 


September—the right tox 
fl rs sparkling 


Household 


When Your Washer Thinks,” by 
Dahy B. Barnett—Household, Septem- 
ber—free hours are added to the user’s 
day when washing machine is put to 
fullest use 

“To Freeze Cooked Foods,” by Lillian 
D. Farkas and Donald K. Tressler 


HOME SERVICE GROUP 
House & Garden 


“In This Kitchen Watchmaker Detail 
Makes Cooking Easy”"—House & Gar- 
den, September—eighth in a series of 
Kitchens with Character 


American Home 


Now You See It... Now You 
Don't—American Home, September 
-five ways to welcome television into 
the family 

“To Market, To Market on Saturday 
Morning,” by Edith Ramsay—with a 
home freezer and a big refrigerator 
a week’s marketing can be done in a 
day. 


“The Shock May Kill You,” by Mur 


OCTOBER, 


ray Heyert—adequate wiring remind- 


Better Homes & Gardens 


“Best Small Workshop We've Seen!” 

Better Homes, September—a home 
workshop complete in every detail. 
“Clean As A Whistle,” by Mort Reed, 
Jr.—a house with an electric kitchen 
laundry with a “craft room” adjoining 
“A Whole Family Uses This Kitchen” 

emphasizes convenience of automatic 
equipment without coldness. 
“Kitchens Should be Bright and Cheer 
ful,” by Dorothy Monroe—how a kitch 
en was remodelled. 


FARM GROUP 


Farm Journal 


“She’s Her Husband’s Right Hand,” 
by Rosalie Riglin—Farm Journal, Sep 
tember—this Ohio family is saving 
for a new home, but has not postponed 
the purchase of good kitchen equip 


nent 


Progressive Farmer 


Use Your Mixer Every Day—Every 
Meal,” by Johnnie Hovey—Progres 
sive Farmer, September—in preparing 
meals for one day the mixer can hx 
used at least 15 times. 

“Meet the Master Farmer’s Wife,” by 
Sallie Hill—this farm wife in Samp 
son County, N. C., finds homemaking 
easy hecause she has good equipment 


HOME ECONOMICS GROUP 
What's New In Home Economics 


rhe electric range is featured in tlx 
Household Section of What's Neu 
September—with the following arti 
cles: “Chonsing An Electric Range is 
A Family Affair”, “Management Tech- 
niques in Using an Electric Range” 
“Oven Meal for Laboratory Prac 
tice”, “In The Kitchen Good Mixers 
\re Electric 


Practical Home Economics 


“We Built A Flexible Equipment Lab 
oratory”, by Arlean Pattison—Practi 
cal Home Economics, September—how 
Washington State College teaches 
equipment use in its home economics 
laboratory 


CHAIN STORE GROUP 
Family Circle 


“Large Family-Lots of Laundering”, 
by Jessie Bakker—lamily Circle, Sep 
tember—a wringer washer, automati 
dryer and ironer simplifies laundering 
for a family of seven. 


Better Living 
“TV When You Want It”"—Better 


Living, September—a television set 
built into a wall cabinet can be closed 
f when not in use 





Correction 

In the pictorial coverage of the 
Atlantic City Housewares Show in 
the September issue of ELectricaL 
MERCHANDISING the captions under 
the pictures of the Camfield Mfg 
Co. and the Seth Thomas Clocks 
exhibits were inadvertently trans- 
posed. 
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Hor Appliance Promotions wired for sales— 


tie-in with Good Housekeeping 


In October Good Housekeeping 


The special 12-page feature on 


Household Appliances is an important part of 





the year-round program* that has made 
GOOD HOUSEKEEPING the trusted 
guide-book for the selection, use and care 


ARE of household appliances. 
AND FEEDING 
or 
HOUSEHOLD If you are a retailer, tie-in with 


APPLIANCES . . . 
the live-wire selling themes offered by these 


J iusthaelr i ures. For ; 
A Good irnistleylrn editorial features. For readier acceptance 
HOwW-TO-DO 


. Able. promote the specific brands advertised 


‘scene corres nanans Ye tnt” Ane Aus Aney wens in GOOD HOUSEKEEPING and backed 


| Z by the Guaranty Seal. 
-page feature on 


“Care and Feeding of If you are a manufacturer, and 
your product qualifies to be advertised in this 


““Who’s Who” of dependable electrical 
equipment, it will pay you to investigate 
plus more than 6 pages the sales benefits offered you by GOOD 
HOUSEKEEPING and the Guaranty Seal. 








Household Appliances” 


on Appliances and Home care 


*During 1950, GOOD HOUSEKEEPING 
ran 24,385 lines of editorial material on 
household appliances. Compiled by the 
Lloyd H. Hall Company. 


GOOD HOUSER ERPING .... 


S50 per THE HOMEMAKERS’ BUREAU OF STANDARDS —9,971,000 
copy 57th Street at 8th Avenue, New York 19, N. Y. readership 
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Ironer Wizard 





ee CONTINUED FROM PAGE 69 —emmemmseme 


He blew the idea up with showman- 
ship, began to appear at fairs and 
home shows as “The Man in the Iron- 
rite Ironer Mask”, and developed a 
story that went along with the trick 
of ironing a shirt in three minutes 
while blindfolded. Only 13 Reader dea!- 
ers were handling Ironrite ironers at 
the time. Nine months later, there 
were 75 such dealers in 32 Texas coun- 
ties, many of them featuring a “Man 
in the Ironrite Ironer Mask” them- 
selves. 





“It takes just about six hours,” says 
Mr. Long, “to teach a new man the 
trick of ironing a shirt blindfolded in 
three minutes. The stunt was created, 
of course, for the sole purpose of pro- 
viding the retail salesman with a prod 
uct presentation that will stop a mov 
ing audience in 10 seconds, and tell a 
product story in three minutes that 
the audience will remember 10 years.” 


Training Is Pa t 





ae ae The practice of indoctrinating the 

1 ea le dealer’s salesman in every phase of 

PAC K E D WITH ay telling the product story is a firm credo 
a with Mr. Long. He believes in train- 

SALES POWER ! / a ing, training and more training since, 
: = | as he declares, successful distribution 


} 4 depends 0 hree basic factors: 
Y The Only ALLWHITE OVEN te ee ee 
YY Patented ADJUSTA-LAMP a : 7 sale and factory sales are automatic ; 
} | (2) the only excuse for the existence 
v Super Food-Warmer Drawer of a salesman ] 


s his ability to show 
¥Y Snap-Out Rack Guides 


he public what the product will do 
i aa leamen s the 1 1 recn +} on 
y The Only 36” Electric Range alesmen is the mutual responsibility of 


¥ 


for it, and (3) the training of retail 


A REAL SALES 
BUILDER dealer and distributor 


ee Y Divided-Top Design Z } “I therefore spend every bit of two 
BUDGET-PRICED : ty full days, for example, in training a 


36” RANGE ¥ Waist-Hi Broiler = = ’ dealer’s home service representative,” 


says Long, “because she is going to 


V Fast-Heat Surface Units encounter about 25 types of wardrobes 


] 


in her demonstrations of ironers. - She 


sa should be taught to avoid the term ‘ex- 
: pert’ in advertising and exhibits, and 
ATTRACTS POPULAR stress the local user. At fairs and 
SPACE-SAVING home shows, the ironer story is more 
PROS PECTS 20” RANGE successfully told if the ironing is done 
by local housewives known to the audi 
ence, rather than by factory or com 
AND pany ‘experts’. 


Men Convince Women 


PROFITS “Dealers’ representatives must be 


convinced that they will have more 
appealing strongly to the 

ily. A man at the ironer 

iudience, ‘and a 

ner cannot sell an 

n as well as a man 

ii undience. I hit hard, 

on convincing them their best 

yr ironers are free 

home demonstrations and free trials— 


methods of selling 


with the idea that in three days, a 
user must be able to iron whatever she 
desires. 

“The training, inspiration and pol- 
ishing of dealers’ representatives is 
a 24-hour a day job and I maintain 
my ‘office’ right under the steering 
wheel of my automobile. To eliminate 
‘red tape’, I carry 50 cents worth of 

A Pp i R & & C T | oO N S T oO V t C O M PA N Y penny post cards in my hip pocket, 
so that if there are any changes in 


7294-B Platt Avenue Cleveland 4, Ohio (Continued on page 170) 
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KKKK 
Today's Best Washer Value 


If your washer sales are slow... 


offer your customers the Haag 4 Star Washer Line! It’s 
today’s best washer value. Everybody’s price con- 
scious these days, and you can soon make them con- 
scious of Haag’s value price! A lot of washer for the 
money. 














i a ae ae a ae a ae ae a a ae 


STAR FEATURES 


GENTLE ACTION WRINGER DUAL LIFE GEARING 


* 
»* 
»-* 
* 
% DOUBLE QUICK AGITATION TURN-FLO TUB 
Haag looks good on display. Its shining white 
* 
5 
»* 
* 


Vinyl enamel is baked on to stay new-looking for years! 
Tub is one-piece, rubber-cushioned, roomy. Has an 
anti-splash rim, snug-fitting lid, large, quick emptying 
drain. Designed to make customers want it on sight. 
And it’s priced at a figure they can afford! 

Write The Haag Company, Fairfield, Iowa or ask 


A Profit Builder For You 
A Bargain For Your Customers. 


A complete line 


your distributor for full specifications and details today. ~1l WASHERS 
Give more value . . . get more customers with Haag! Sat N45 


- . 


THE HAAG COMPANY 


Fairfield, lowa 
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Ironer Wizard 


Preciiiom Puyo im ack 


my planned program, they can _ be 


© quickly scribbled off and tossed into 
: the nearest mail box. That way, they 
can be forgotten with no carry-over of 
« today’s business into some future date 
: | Fifty cents worth of post cards lets 
ou g » sleep each night without 

Ready for Color/... 





re and remember to 


something tomorrow.” 


Ready for UHF I... 00S oo 


in his ironer 

tions from his wife, whom 
Honey.” It was Mrs 
persuaded him that the 
ed hot selling item after 


mere 


iiter 
it 
READY FOR UHF 


recalls 
If any new UHF (ultra high ind Little 
frequency) TV channels start ‘ ai oe seb 
operating in your area, you along with me in the car and 
can “convert” your Halli- hat’s all I need to put over the pro 
crafters set to receive them 
merely by the substitution of ee ; 
the proper UHF channel ang pro s soon as I sell the 
strips for any of the unused irst 1 hine to the dealer.” 
VHF channel strips in its ro- 
tary tuner 


COLOR 


A socket is provided on all 
Hallicrafters chassis for the 
connection, at any future 
time, of an external color 
attachment using either the 
mechanical or electronic 
color system 





mediately starts on the 


HALLICRAFTERS DYNAMIC TUNER 
Television up to now hasn't approached 
the amazing perfection that Hallicrafters 
offers with the new “DYNAMIC 
TUNER.” Photographically reproduced 
circuits, based on a once TOP SECRET 
government design, play a vital part in ; . P : ’ 
bringing you strong, static-free pictures C ritory ana re al irning the trict 
surpassing any other in television out earlie 


» reach a 


BLACK and WHITE 


Provision has also been made 
for the easy addition, at nom- 
inal cost, of an internal “Col- 
or Transcender to permit the 
reception in black and white 
of color broadcasts not oth- 
erwise receivable on present 
sets 


} 


hosen words 
Here signals are received first selected, clarihed, sharpened all un- 1950, I have 
wanted signals eliminated. Here absolute precision is a necessity for “needle , i de Sa Fror 
sharp” detail and clearness etic a en a 
Hallicrafters can definitely promise city-clear and city-sharp reception in 
areas where never before possible 


The Dynamic Tuner is available on most Hallicrafters 1952 television sets 


= Tune in Adventure on the 
tune 


adventure WORLD’S MOST AMAZING RADIO 


the 
. gmating radio! RECEIVES MORE STATIONS, OVER LONGER DISTANCES 


THAN ORDINARY RADIOS COSTING 3 TIMES AS MUCH 


Romantic places clear around the world are brought to your livingroom every night— 





London, Paris, Moscow, Tokyo, the Vatican—countless fascinating international 
shortwave broadcasts, as well as police, aircraft, marine, and amateur stations. 

It is a radio that is all radio, precision-built by trained craftemen, long experienced 
in the high-frequency circuits that have made Hallicrafters famous. 

For a generation, Hallicrafters have built more communications 


receivers than all other U.S. manufacturers combined. 


5RIOA Only *6925 
U.S.A. Broadcast > j 1 33 
and Short Wave 1c L TEL GLE 
ee ee eee OS! GETTING OR TRAINING dealers is port 
WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION * CHICAGO 224, ILL, of Long's job. He carries ironer in car 


with him wherever he goes, has already 
taught 40 dealer men to iron shirts 
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Detroit Jewel and Garland Plan 


Hard-hitting, two week promotion ups gas 
range sales 3007 to 5007 over same period 








D EMO fa ST RATI 0 ie CUSTOM MASTER No. 51537 
One of five models in a great line! 








, What was done in August tests—you can 

/ double or triple now! Here is a plan that 
works—proved under today’s conditions. 
It shows you how to bring in customers 
—how to sell them! 





RESULTS OF 
“OPERATION JAMBUSTER” 
IN TWO CITIES 


tetas 
Dealer A A live furniture and appli- 


ance dealer in a city of 400,000. During two 
week test, 
Increased gas range sales 








tty 
Dealer B A go-getting appliance 


dealer in a sweltering city of 50,000. During 

two week test, 

Increased gas range sales 495% 
Not a theory! Not a frantic give-away scheme! A 
down-to-earth workable plan that gets results—today! 


Watch for the MAN WITH THE Aap 


or wire us time you want him to call! 


PRODUCTS Drrrow-Moicaearn Srovr Conparny 
PEE ER IGT Detroit 31, Michigan . . . Fine Ranges Since 1864 
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ith the dealers own 
first choice--- 


...The Chicago SUN-TIMES 


Chicago's electrical appliance merchants place MORE 


advertising in The 


Chicago SUN-TIMES than in all other 


Chicago datly newspapers combined. 


Chicago's furniture 
MORE 
other Chicago daily newspaper. 


Put the additional “push” 


and household merchants place 
advertising in The Chicago SUN-TIMES than in any 


of your national advertising 


behind your product in the Chicago newspaper used MOST 


by the dealers themselves. 


TIMES 


Advertise in The Chicago SUN- 
and watch it Move The 


Goods for you! 


FIRST CHOICE — HERE’S PROOF! 


First Choice of Chicago's 
Home Furnishings Dealers! 


% of Field 
SUN-TIMES 


Tribune 

Daily News 

Herald-American 

100" 2,170,082 lines of Daily Re 
tail Furniture and Home Furnish 
ings linage published in Ist 8 
months, 1951 Source Media 


Records 


First Choice of Chicago's 
Electrical Appliance Dealers! 


% of Field 


SUN-TIMES 54.5% 
Tribune 34.2%, 
Herald-American 7.3% 
Daily News 4.0% 
100* 120,815 lines of Daily Re 
tail Electrical Equipment and Sup 
plies linage published in Ist 8 
months, 1951 Media 
Records.) 


Source 


New Study Shows Why 


It’s Your Best Buy! 


Publication Research Service has just com 
pleted the second in a series of independe nt 


t 1 
stud 


age and duplication The new 


} 
of any Chicago daily newspaper 
highest 
ship of any Chicago daily 
Young adults are your 


produce most immediate sales 


readers best through The SUN-TIMES 
inci your dealers know it! 


‘ss 


= 
Wa 


ns 


azn 
te a 
Concentrated nag Most of 
the Buying is Done 


ies of Chicago daily newspaper cover 
study 
hows that The SUN-TIMES, with the 
ighest proportion of exclusive readership 
has the 
proportion of young adult reader 
newspaper 
best market. They 
Their 
brand-loyalty can be long-lived. You can 
reach Chicago’s young adult newspaper 





CHICAGO 


SUN-TIMES 


211 W. Wacker Or., Chicage G6 + 250 Park Ave., New York 17 
TOTAL CIRCULATION 


607,847 


AVERAGE NET PAID DAILY 


(ABC Publisher's Statement, 3-31-51) 


They’ve Got Gas on the Run 





sent me a card saying that if | bought 
a carton of bulbs from an electric deal- 
er, they would mail me directly a big, 
free bulb.” 

This is just one of many utility 
propositions with a hook to make busi- 
ness for dealers 

As Frank Eddins, sales supervisor 
for Wichita, puts it: “The company 
has from two to four percent of a 
$14,000,000 gross to spend for sales 
promotion. It is only smart to make 
this pull in the greatest amount of 
business for our dealers.” 


Broilers Cheap, More Ranges 


Not so long ago the utility was able 
to get hold of a quantity of broiler pans 
from West Bend Aluminum for elec 
tric range promotional purposes. These 
were sold to cooperating dealers at a 
bedrock price of 75¢ 

Out went the news to the public tell 
ing housewives that they could buy 
these broiler pans from their appliance 
dealers on a bargain basis, and fo 
every year they had used their old 
range they could deduct 5¢ from the 
$1.50 regular price. Result was a 
tipoff in Wichita to a list of the oldest 
ranges in town 


Rate Card Best Closer 


The greatest sales closer which the 
utility has geist is the rate card 
[his rate card points out that for a 
family using “150 kw.-hrs. a month 
without an electric range the cost is 
$4.75. If the family puts in an electric 
and uses 100 additional kw.-hr 
onth, the bill goes up only to $5 
ionth. For 25¢ monthly, then, many 
ywner can enjoy a cool ele 
his home. This puts 
ge in line with low gas and 


Fred M. Kin 1 did 
( itate to send out literature ex 
plaining this 
tomers to take 
elucidation. The response has been 
tre lous and this plan remains the 
"s best closer 


many Wicl 


systems, they have to 


bargain and asking cus 


it to dealers for furthe 


pay 

. . , ¢oll 
for thetr own range installa 
How 


trons [here are no exceptions 
r, tl drop cable 


wire service 


“WHEW—WELL, NO WONDER, LADY, THIS IS A 
CLOTHES WASHER, NOT A DISHWASHER!” 
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used on all services, thus the company 
furnishes service down to the top of 
the meter base. The customer takes 
it from there. 

The range activity is called “1-7-5,” 
meaning that an electric range is sold 
every hour, it has seven exclusive 
advantages, and operates for less than 
5¢ a day. 


Prize Hams Sell Ranges 


Last Easter Wichita dealers were 
finding sales slow. Then in popped a 
proposition from the utility: If you 
sell five electric ranges in three weeks 
before Easter, you get a lovely ham. 
It vou sell ten ranges, you get two 
hams, fifteen hams. It 
was a bolt out of the blue and en- 
KG&E 
paid off with a lot of hams the day 
before Easter 


ranges, three 


couraged a frenzy of activity 


Cooking School at the Market 


Fred Kimball realized that around 
the holidays a lot of little housewives 
buy turkeys and a lot of expensive food 
and are somewhat shaky on the bust- 
ness of throwing holiday dinners 

With the cooperation of leading food 
stores in Wichita, KG&E had a work- 
ing range and home economist installed 
in a number of these markets, just at 
the point where the 
turkey meet 


housewife and 
Here the woman shopper 
could get expert advice on what to do 
and how 

J. S. Dillon & Sons’ demonstration 
was typical. A package 


given away and the 


of recipes was 
PF motion was 
sting of br vad 
No samples f food 


sed out, only 


wrapped around the ro; 
breasted turkeys 
advice, and a 
look over an electric range 
lurkeys roasted during 
lay were given to employees on a 
raffle basis at night to encourage their 
iterest 
Leads from a Freezer Clinic 
l¢ home treezer promotion was an 
nture in group selling. Women’s 
were paid 25¢ per head for deli- 
ibers to a lecture. As thev 
went in, they had to register on cards 
before witnessing the 
5,000 


men 


demonstration. 
Some attended The program 
tied the freezer and the range together 
No attention was paid to freezing 
meats. Rather, the girls dwelt on the 
preparing of food for range or freezer. 
Dishes were taken out of the freezer 
ind cooked, or cooked and frozen. 
"hen came the gimmick. After seeing 
verything, if any woman wanted to 
any question, she was invited to 
mn her card and was promised 
ply These particular cards were 
sent to dealers for replies 
Wichita is 
‘ally with airplane and war plant acti 
vity (there were 5,800 houses built in 
1950 and there will be 12,000 in 1951), 
but if it had not been for the utility’s 
intense promotion of appliances, 
consumer dollars might have slipped 
away to other merchandise. Wichita 
and KG&E territory got their share 
by being in there pitching. End 


on the bounce economi 


many 
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Why WARING is No. 1 in 
p> Nation-wide Sales! 


r 
i 


“a : 

| a 
if | 
He iE 
4: ; 
ee i ; 
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WARING BLENDORS have an important place in every kitchen. 
Every housewife wants a WARING BLENDOR because it saves 
time and money; it’s the modern, effortless way to prepare meals 
from soup to desserts. 


WARING BLENDORS do all these things. A WARING blends, beats, 


chops, grinds, mixes, purees, pulverizes and even cleans itself in 
just 5 seconds. Has unlimited uses in preparation of soups, salads, 
desserts . . . cakes, cookies, popovers . . . cheese spreads, salad dress- 
ings, and a multitude of other appetizing dishes and drinks. Makes 
it easy to puree solid foods for the baby. A snap to prepare special 
diets for convalescents and invalids. 


WARING BLENDORS receive national acclaim. Every month lead- 
ing food editors tell millions of homemakers about the BLENDOR 
principle of food preparation with dozens of articles... in hun- 
dreds of recipes. 


Only WARING has all these outstanding features 


@ Genuine PYREX Container @ Powerful 4 horsepower 
with non-drip lip motor with lifetime 
lubrication 





























@ Surgical Stainless-steel 
blades @ Cushioned power to 


eer pageant : Begtion 
© Self-Cleaning in just 5 minimize noise and vibratio 


seconds @ Full year’s Warranty 


The WARING BLENDOR is No. 1 on GIFT LISTS 
as America’s most-wanted appliance 


, os . 


MODEL FC-2 DELUXE 
White enamel base with chrome legs. 











Cash-in on these Big Opportunities! 


MODEL 700 STANDARD 
White enamel base with black trim. a“ 


Be SSP od Salad ceaie foe 230 woke, aa lt 
a If it isn’t a WARING 
‘Po \\ it’s not a BLENDOR BLENDOR 


WARING PRODUCTS CORPORATION, A subsidiary of Claude Neon, Inc, 25 West 43rd Street, New York 18, N. Y. 
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PORTABLE IRONER 


R with women because (A) it is so easy to use: (B) 
saves time; (C) eliminates ironing day drudgery: (D) 


is reasonably priced. 


with dealers because it sells quickly at good profits. 


Elbow control leaves user's hands free to guide clothes. 21” wide 


Display Sells Lighting 





necessary. Mirrors on the walls in 
crease the general light effect consid 
erably. In proportion to the sales it 
creates, the display cost can be reck 
oned as small,” 

Why do the Thompsons concentrate 
on display as the major factor in their 
program for selling lighting fixtures 
and equipment ? 

“The main reason for 
much 


paying so 
attention to display,” 
Mr. Thompson, “is that we 


ing fixtures as 


answers 
sell light- 
over-the-counter items, 
and just as in a department or other 
store, merchandise must be shown to 
sell it. We regard our lamp and light- 
ing fixture business as a major line and 
not a sideline—that’s why we give 
much prominence as possible.” 


it as 


of sell 
Thomp 
son lists several angles for the dealer 
to consider. First of all, profit n 


are good and the specialty dealer 


In describing the advantages 
ing lights as a major line, Mr 


argins 
can 
make good money by promotions which 
result in volume sales. The logical rea- 
that 
to the 


home needs lights 
patent fact 
shades and lighting equipment are not 


soning 


every 
leads that lamps, 
affected by seasonal buying and enjoy 
a year-round market. Many of the 
Thompson Electric Co. sales are made 
through with and 
contract Jeaumont area and 
a boom in new homes and buildings 
means a boom in the 


contact architects 


rs in the 


sale of lighting 
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operate It. The light cord or button 
s there and all he has to do is pull it, 
without learning a thing about opera 
tion, cleaning and care. 

“Many buyers of lighting fixtures do 
their own installation, since it is an 
easy matter. In some instances, how 
ever, We sell a large ceiling fixture such 
is a chandelier, on the basis of a pack 
ige deal with complete installation and 
vuarantee of service. 

“One other important element in 
merchandising lighting fixtures and 
equipment is that little or no sales 
training is required. We have six sales 

en, all well trained in selling major 
ippliances and all equally adept at 
selling lamps and lights, but since ay 
arance, style and display are the top 
factors which sell the latter items, it is 
not necessary to indoctrinate the sales- 


en in this type of selling.” 

One department of the big lighting 
store is set aside for wiring, remodel- 
ing and converting antique lamps into 
electric fixtures. The firm’s specialists 
ire adept at wiring art objects, ancient 
bottles, etc, for customers. 

Che company also handles the Philco 
line of appliances and, according to Mr 
Thompson, lamps and lights serve as an 
excellent traffic item, frequently leading 
to the sale of a refrigerator or a home 
ireezer. Lighting customers, even those 
who purchase only light bulbs, are 
given prompt and courteous treatment 


roll, Thermostatic heat control. A red light indicates when current is on. 
wholly enclosed. Non-slip rubber guard. AC current. Bright 
enamel! finish. 

AGA 


UTILITY HEATER = adres 


A very attractive model finished in choice of white 
or brown porcelain enamel. Reflector and dress 
guard are chrome piate. Well made to do a good 
heating job for years. Equipped with double radi- 
ants and cast-iron burner. 12,000 B.T.U. 16” high. 
11” wide, 6%" deep. 


Motor is 


Then, too, lighting offers an excel- by the salesmen, who strive to enlist 
chrome and white 


lent market. Changing them as permanent friends of the firm 
styles, worn out equipment and the and prospects for the future sale of 
constant cry for more and better light- major appliances. A model kitchen at 
ing in the the rear of the store is designed for 
a steady eye-appeal to shoppers Salesmen 
frequently invite customers who come 
in for lamps, to step into the kitchen for 
i cup of coffee 
Although the major business of the 
firm is electrical contracting, the 
Thompson Electric Co., rings up an 
annual sales volume of more than $15, 
0 in lighting fixtures alone End 


replaceme nt 


home, all contribute toward 


demand for new lamps of 


every type. The replacement market for 
shades alone is excellent, according to 
Mr. Thompson. 
“Service is not a problem, either,” 
Beaumont dealer. “When 
is sold and installed, there is 
no necessity for a callback or for ex- 
tended service to teach the buyer how 


declares the 
Model 2123 for L.P.G. gas i fixture 


Model 2123-B for Natural and Mig. Gas 


* RADIANT GAS HEATER 


For fireplace or living room—it's 
cheerful and an excellent heat pro- 
vider. Body is in one piece finished 
in brown porcelain enamel with har- 
monizing brown and ecru backwall 
and radiants. Reflector and dress 
guard are chrome plated. Solid brass 
valve and durable cast-iron burner. 
A.G.A. approved. 


17%" high, 1842” wide, 8” deep, 20.- 
000 B.T.U. Shipping Weight 31 lbs. 


No. 2205 for Natural and Mig. gas 
No. 2205B for L.P.G. gas 
ORDER FROM YOUR JOBBER 


or write for literature on full line of Ironers, Electric and 
Gas Heaters, and Lawn Sprinklers. 


WHEN 
IT’S AN 


RMSTRONG 
DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 








MANY A MAJOR appliance, such as refrigerators, ranges and home 
freezers, have been sold by J. W. Thompson, the firm’s sales manager, to 
customers who first came into the store to buy lighting fixtures. 
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Install the type of Electric Water Heater 
that best suits the job—tank-type or table-top. 


for these 6 reasons: Be sure to sell a size that’s adequate, 


1. ECONOMY — Because an Electric Water Heater has no flue or vent, it can be installed 
anywhere in the house. This means a saving on installation, and minimum radiation 
losses, because of short hot water lines. 


2. LONG LIFE—An Electric Water Heater is built to last a long time, requires minimam 
service, because it’s electric. 


3. FULL INSULATION — Electric Water Heaters are fully insulated. This helps keep 


water at desired temperature, and reduces heat loss. 


4, CLEAN —An Electric Water Heater is as clean as electric light. 


5. AUTOMATIC —The automatic temperature controls and ample storage capacity of the 
Electric Water Heater provide hot water at the turn of a faucet, without any attention.) 


The 6th Reason? Because dealers found out that selling Electric Water Heaters means 
a minimum of service calls, and a longer list of satisfied customers! 


SELL |ELECTRIC) WATER HEATERS | 


ELECTRIC WATER HEATER SECTION 
National Electrical Manufacturers Association, 155 East 44th Street, New York 17, N. Y. 
ALLCRAFT - BAUER «+ BRADFORD «+ CRANE-LINE SELECTRIC - CROSLEY + DEEPFREEZE + FAIRBANKS-MORSE + FOWLER «+ FRIGIDAIRE 
GENERAL ELECTRIC + HOTPOINT + HOTSTREAM + JOHN WOOD .~ KELVINATOR + LAWSON «+ MERTLAND +« MONARCH «+ NORGE 
PEMCO + REX «+ RHEEM + SEPCO «+ A.O.SMITH .« THERMOGRAY + TOASTMASTER + UNIVERSAL + WESIX + WESTINGHOUSE 
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GREAT 


CLAD GIRL* 


CELEBRATION 


@ If you don’t tie in, you'll 

lose out. For Tappan is putting the 

biggest promotion back of its ranges in their entire 
history. The promotion tells the millions of American 
women how Tappan ranges make “Glad Girls” 

forever glad they chose a Tappan. Everything about the 
celebration is BIG. 


@ BIG COLOR PAGE IN BETTER HOMES AND GARDENS 
FOR OCTOBER 


@ BIG ADS IN 10 OTHER NATIONAL MAGAZINES 

@ MILLIONS OF RADIO MESSAGES 

@ BIG COLORFUL BILLBOARDS 

@ BIG MULTIPIECE WINDOW DISPLAY MATERIAL 
It’s just the promotion to make your October the big 


month you want it to be. For more information see your 
Tappan representative, or write 


THE TAPPAN STOVE COMPANY 


MANSFIELD, OHIO 


FRB TALKS TOUGH TO VIOLATORS 





to lag through the end of the sum- 
mer, despite relaxation of Reg. W. 
Some dealers, overloaded with in- 
ventories, found that even a 15 per- 
cent down payment was a bar to 
healthy sales. So they fell back on 
advertising that stressed “Don't 
worry about the down payment.” 

Crime Within the Law. At the 
same time, the revisions in the down 
payments compelled by last July’s 
amendments to the Defense Produc- 
tion Act made the evasive practices 
feasible. For one thing, trade-ins 
were permitted as all or part of the 
down payment. Then, too under the 
old terms a dealer couldn't very 
realily mark up his prices 25 percent, 
nor could he easily shave his margin 
by that amount. But 15 percent was 
another story, and well within the 
realm of possibility. 

Result: A Warning. When the ex- 
travagant advertisements began to 
appear in numbers, the Federal 
Reserve asked its legal staff to study 
its authority and recommend ways 
of combatting the evasions. The 
result: a warning, in the form of an 
“interpretation” of the law; for the 
first time, the Board clearly labeled 
the evasions illegal. Specifically, it 
said: 

(1) Trade-ins cannot be counted 
as down payments if there is an off- 
setting rise in the price of the ar- 
ticle being sold. (Thus a dealer can- 
not allow $15 for a worthless old 
toaster as complete down payment 
on a $100 item simply by jacking 
the price to $115.) 

(2) Trade-ins must be bona fide; 
that is, their value must have a 
reasonable relationship to the 
amount credited. 

(3) The required down payment 
must be determined on the basis of 
the usual cash price, despite the 
presence in the transaction of any 
rebate or sales discount. Where a 
trade-in allowance is made for an 

hich does not actually change 
it is really a discount, and 
ye used instead or as part 
own payment 

(4) Dealers must keep records of 
ill trade-in transactions. 

Backing up the Board's warning 
was a threat to prosecute. Penalties 

uld include fines up to $5000 and 
a year in jail. The Board, however, 
usually prefers to revoke licenses to 
make credit sales. For many dealers 
that virtually means going out of 
business. 


Early last month the National Ap- 
pliance and Radio Dealers Assn. 
through Mort Farr, its president, had 
urged Congress and the Federal Re 
serve Board to “take every step neces- 
sary to protect the public and the 
industry against the abuse of credit 
terms.” 

Farr recalled that NARDA had been 
among the leaders in the mid-summer 
battle to loosen credit controls and 
he emphasized that “when we appealed 
to you for relief, it was in good faith, 
predicated on the knowledge that the 
great majority of our members would 
accept only bona fide trade-ins and 
would not use the fairer credit terms 
as a device for hidden price reductions.” 

Farr maintained that the majority 
of the industry had “proved that this 
faith has been well founded.” But he 
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urged the FRB to take steps to pro- 
tect the public and the industry 
against abuse of Regulation W. 

In the September 3 issue of 
NARDA's News, Farr and the associa- 
tion appealed to the entire industry to 
“wipe out the fact-twisting ads that 
disgrace our industry.” The article 
suggested that dealers “moniter” ad- 
vertising in their area and report 
“distorted” ads to distributors. Possi- 
ble recourse to manufacturers, Better 
Business Bureaus and _ advertising 
media were also suggested. 


British Appliance Firm Seeks 
Overseas Manufacturers 


A. Schroeder, export manager of 
H. Fisher (Oldham) Ltd., British 
manufacturer of electrical appliances, 
is currently on a world tour to make 
arrangements for the overseas assem- 
bly of the company’s “mechano” 
washer. The washing unit and other 
vital parts of the washer will be 
supplied to overseas manufacturers by 
Fisher; the manufacturers will con- 
tract locally for components which 
are more easily obtainable in their 
countries. 





Scheduled Meetings 


NATIONAL FARM ELECTRIFICA- 
TION CONFERENCE 

Gibson Hotel, Cincinnati 

October 9-10 


INT‘’L ASSN. OF ELECTRICAL 
LEAGUES 
Annual Conference 
New Orleans 
October 10-13 


NAT’L ASSN. OF ELECTRICAL 
DISTRIBUTORS 

Board of governors meeting 

Hot Springs, Va. 

October 28-31 


NATIONAL HOME VACUUM 
CLEANING CONFERENCE 
Vacuum Cleaner Mfrs. Assn. 


Hotel Commodore, New York 
October 30 


NATIONAL HOME LAUNDRY 
CONFERENCE 
American Home Laundry Mfrs. Assn. 
Hotel Commodore, New York 
October 31-November 1 


AUDIO ENGINEERING SOCIETY 
Convention and “Audio Fair” 

Hotel New Yorker, New York 
November 1-3 


ALL INDUSTRY REFRIGERATION 
& AIR CONDITIONING 
EXPOSITION 
Refrigeration Equipment Mfrs. Assn. 

Navy Pier, Chicago 
November 5-8 


NATIONAL ELECTRICAL 
MFRS. ASSN. 


Haddon Hall, Atlantic City 
November 12-15 
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Customers Benefit From Broad Insu‘ance Protection. Property 
Insurance protects customers in event of loss of, or damage 
to, merchandise as outlined in policy. Life Insurance pays 
off indebtedness in event of purchaser's death. 


EIGHT WAYS BETTER! : 


Wholesale Financing 
Fast Credit Approval 

Life Insurance Protection 
Property Insurance Protection 
Automatic Sales Follow-up 
Tested Collection Service 
Builds Customer Good Will 
Nationwide Facilities 


P ove, SALES 

i. PROFITS 

fice SMSFIED ag 
CUSTOMERS : 


~e 


Ask Your Distributor For a Copy of This Book. Contains important 
information of interest to every dealer. Explains how the 
ComMMERCIAL CREDIT PLAN helps you close more sales, 
make more profits. If your distributor can’t furnish you 
with a copy, call your nearest CommMERCIAL CREDIT office. 
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ommercial Credit helps 
appliance dealers grow 


OMMERCIAL CREDIT’S wide experience in 
handling millions of financing transactions 
assures smooth, efficient service in furnishing 
dealers with a complete financing package . . . 
from distributor to customer. Through hundreds 
of offices, COMMERCIAL CREDIT furnishes nation- 
wide service on a local basis. You get quick, 
sound credit decisions that enable you to close 
more sales faster. 


Find out today why more dealers finance more 
home appliances through COMMERCIAL CREDIT 
than any other national financing plan. Ask your 
distributor, or call the COMMERCIAL CREDIT 
office nearest you for complete information 
without obligation. 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
..-Capital and Surplus over $100,000,000. .. offices 
in principal cities of the United States and Canada. 


Reputation For Integrity. Dealers everywhere like to work 
with CommMeErciAL Crepitr. They know they can depend 
on financing as usual during times of plenty, times of 
shortage ...war, peace, prosperity or depression. Custom- 
er financing includes all details of credit investigation, 
collection, insurance, adjustment and prospect follow-up. 
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LIVING PICTURES 


Make Sentinel LP’ 





Eye-Appeal 
is 
Buy-Appeal! 





Model 438 TVM 
The Deerfield 
17” Screen 


ntinel 


* 


*LIVING PICTURES— 


“We'll take that one!’ Those 
welcome words are cheering 
Sentinel dealers more often to- 
day than ever before. Customers 
eye and buy the new Sentinel 
1952 LP*-TV line because the 
sheer beauty of the cabinetwork 
and stark reality of Living 
Pictures are irresistible sales 
closers. 

What's more, Sentinel promo- 
tions strike a new high in sales- 
power—more and better adver- 
tising and sales promotion help 
than ever! For a place on the 
Sentinel bandwagon—if you 
truly want to go places—see 
your Sentinel distributor or con- 
tact Sentinel direct. Quickly! 


Sentinel Radio Corporation 


Evanston e Illinois 


New Ways to 
Sell Mixers 


eee CONTINUED FROM PAGE 83 


It has been charged that the food 
mixer is one of the least used appli- 
ances in the American home. This is 
probably due to the immense number 
which are given to wives as presents, 
without any instruction as to what 
they will really do 

One manufacturer recently has been 
placing warranty cards in the box with 
his mixers, asking new owners to mail 
them in. Out of 880 cards recently 
received from every par 
try, this 
out. 

“Did you see 
home before you 
card isked No al 
Yes, 269. 

“Did you receive it < 
129; No, 378; No 
bulk of women apparently 
mixer without previot 
in indication that de 
better selling job. 
“What attachment 
Y 49, 


no 
tv ¢ inned 
ice, this manufacturer does not f 
that juicer popularity will keep up, tha 
1 can opener will po siblv take 
place 
The greatest number of 
nilies occurred in out 
laces like Nevada, Ors 
s. Almost all the Sout! 
in humid areas 
vuld womet 
rk 
ues per 


cards return 


1. Nevada 26. Minnesota 

2. Oregon 27. Missouri 

3. Ohio 28. Pennsylvania 
4. Kansas 29. Indiano 

5. Washington 30. South Dakota 
6. California 31. Maryland 

7. Rhode Isiand 32. lowa 

8. Montana 33. Nerth Dakota 
9. Wyoming 34. Delaware 

10. Utah 35. Texas 

11. Ilinois 36. Maine 

12. New Mexico 37. Vermont 

13. Arizona 38. Washington, D.C 
14. New Jersey 39. West Virginia 
15. Michigan 40. Tennessee 

16. New York 41. Virginia 

17. Connecticut 42. Georgia 

18. Oklahoma 43. Louisiana 

19. Wisconsin 44. Arkansas 

20. New Hampshire 45. Kentucky 

21. Nebraska 46. South Carolina 
22. Idaho 47. North Carolina 
23. Massachusetts 48. Alabama 

24. Rhode Island 49. Mississippi 

25. Florida 


Today, with the stress on the price 
of groceries, and with women going 
back to work in factories, the best way 
to sell mixers is to get away from the 
“lovely gift” idea and to point out 
the money saving and time saving 
features, thinks Hildy Graham. 

The points that sell the housewife 
are ultimately discovered by them, as 
evidenced by this letter from Norwich, 
Vermont: “I put my food preparing 
machine on time saving jobs,” she 
related: “I turned 100 quarts of black- 
berries into seedless jam and put up 
gallons of strained apple sauce. | 
squeeze oranges, grind vegetables, 


(Continued on page 180) 
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"LADIES' HOME JOURNAL HELPED CEMENT 
A RELATIONSHIP WITH THE PUBLIC" 





jours! 


ar ne 
ADVERTISED BRANDS 


—_— 





H. B. PRICE, JR. 
President, Price's, Inc. 
Norfolk, Virginia 


" 


The type of promotion we put on together 


is long-range, prestige association. 


Quite a few sales were traced directly to 


the activity and the prestige that 


Ladies' 
consumer. 
the Ladies’ 


This 


Home Journal holds with the 
association with 


Home Journal certainly 


helped to further cement a relationship 


with the public 


reminding them 


that if they want reputable advertised 


merchandise Price's 


to buy it. 


was the place 


We consider the 


whole promotion well worth while! 


Stock, promote, display, advertise these brands and make women come to YOU for Journal-featured products 


American Beauty Electric Iron 
Arvin Automatic Electric Iron 
Arvin Automatic Toaster 
Arvin Electric Housewares 
Arvin Electric trons 

Arvin Lectric Cook 


Fletcher’s Can-Well Canner 
Fletcher's Can-Well Cold 
Packing and Preserving 
Fletcher’s Roastwell 
Roasiing Pan 
Frigidaire Automatic Washers 
Frigidaire Electric Range 


Caloric Gas Ranges Frigidaire Refrigerators 


Deepfreeze Electric Range 


Deepfreeze Refrigerators 
DeVilbiss Vaporizers 


General Air Conditioning 
Cooking-Refrigeration 
Combination 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Light Bulbs 

G-E Refrigerator-Food Freezer 
Combination 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and 
Bottle Warmer 

Electresteem Vaporizer 
Portable Steam Radiator 
Electresteem Baby Bottle 
Warmer and Electresteem 
Baby Bottle Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 


G-E Refrigerators 

G-E Triple-Whip Mixer 
Gibson Electric Range 
Gibson Refrigerators 


Hamilton Beach Mixer 
and Mixette 


Hardwick Gas Ranges 
Horton Automatic Washers 
Hotpoint All-Electric Kitchen 


Hotpoint Automatic 
Clothes Dryer 


Farber Automatic Coffee Maker 

Farberware Stainless Stee! 
Cooking Ware 

Federal Enameled Ware 

Firestone Home Appliances 


International Harvester 
Freezers 

International Harvester 
Refrigerators 


Johnson’s Waxes and Wax 
Electric Polisher 


KitchenAid Food Preparer 

KitchenAid Mixer and 
KitchenAid Electric 
Coffee Mill 


Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 
Maytag Washers and Gas Range 
Met-L-Top Ironing Table 
Mirro-Matic Electric Percolator 
Mirror Aluminum Untensils | 
Motorola Radios 

Motorola Television 


Motorola Television-Radio- 
Phonograph 


Murray Gas and Electric Ranges 
Murray Kitchens 


New Home Sewing Machines 





Perfection Electric Ranges 


Perfection Gas Ranges | 


Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and 
Electric Range 

Philco Television 

Philco Television and 
Television-Radio-Phonograph 

Presto Cookers 

Presto Dixie-Fryer 

Presto Vapor-Steam Iron 


Regina Twin-Brush Electric 
Polisher and Scrubber 
Revere Ware 
Rid-Jid Ironing Tables 
and Ladders 
Rival Steam-O-Matic Steam 


and Dry lron and Can-O-Mat 


Serve! Refrigerator 
Seth Thomas Clocks 
Sunbeam Coffeemaster 
Sunbeam lronmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 


Toastmaster Automatic Electric 
Appliances 








Toastmaster “‘Toast’n Jam” Set 


Universal Coffeematic 
Universal Stroke-Sav-r Iron 


Verplex Lamps and Shades 
Viking Sewing Machines 
Vornado Air Circulators 


Wear-Ever Aluminum Coffee Pot 


Wear-Ever Aluminum Cooking 
Utensils 


Wear-Ever Coffeemaker 
and Wear-Ever Chicken Fryer 
Wear-Ever Coffeemaker and 
Wear-Ever Sauce Pan Set 
Westinghouse Clothes Dryer 
Westinghouse Laundromat 
Westinghouse Roaster-Oven 
Westinghouse Speed-Electric 
Ranges 
Whirlpool Automatic Washer 
White Sewing Machine 


Youngstown Kitchens 


Zenith Radio-Phonograph 

Zenith Radio-Phonograph, 
Portable Radios and Radios 

Zenith TV-Radio-Phonograph 


Nearly half—47.2%—of women interviewed in electrical appliance stores reported they read 


LADIES' 


HOME 
When the Journal comes out 
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1951 


customers come in! 








to Look at.So Wonderlidl 70 Qwr 


20 cu. ft. size, holds up to 1000 Ibs 
Others—8.5, 13.1, 16 cu. f 


Your sportsman can enjoy game din- 
ners weeks or months after the hunt- 


The BEN-HUR dealer has the indus- 
most complete, most effective 
point-of-sales merchandising program. 
It's keyed to individual selling. Ask 
about it. 


try's 
ing or fishing trip—delicious game 
meals that cut down on the food bud- 
get, too, if he owns a Ben-Hur Freezer. 
BEN-HUR MFG. CO. 


@ Dept. EM — 634 E. Keefe Avenue @ Milwaukee 12, Wisconsin 


HEALTHFUL LIVING THROUGH FROZEN FOODS 





Modern Appliance Dealers Use Modern 
Methods of Handling Heavy Appliances 


It’s safer, faster, much easier to handle 
heavy merchandise in and out of a truck 
with a CEMCO Hydraulic Tailgate. 

Consists of using hydraulic power 
(2,000 Ibs. lifting capacity) supplied by 
truck motor to make a lifting platform 
out of your truck tailgate. Can stop 
and hold load at any point on way up 
or down. Fits any truck of % ton or 


more capacity. Send for details! 


CO INDUSTRIES, INC., 
“GALION, OHIO... 











TELEVISION, —- 











“| DROPPED INTO THAT NEW TV STORE JUST 
TO GET A LINE ON THEIR STOCK AND PRICES, 
AND THE SKUNK SOLD US THIS SET” 


New Ways to 
Sell Mixers 


CONTINUED FROM PAGE 178 ———— 


make hash, beat eggs, whip cream, 
chop ice and turn out ice cream. [| 
think a food mixer must have its at- 
tachments to do real jobs, just as a 
vacuum cleaner needs attachments for 
complete room cleaning work.” 


Money Saving Key to Sales 


At a bakery rolls will cost around 
25c for 12; ready to bake, 19c 
frozen, 25c for 8 At home, with 7c 
worth of flour, 3c yeast, lc sugar and 
salt: 5c worth of fat, 5c milk and Ic 
worth of electricity, one can produce 
from 18 to 24 rolls, depending on size. 
A housewife does not figure her time 
on a money basis; she operates on an 
expenditure outlay. This sort of argu- 
ment hits home with her, just as time 
counts if she works. As one Cham- 
paign, Ill, dealer said, “a working 
wife wants to get her supper in nothing 
flat.” 

In an economy that is turning from 
cake to bread, nothing has been said 
here about how quickly a food prepar- 
ing machine can cream butter and 
sugar, beat eggs, or mix the ingredi- 
ents that go into a cake. That is what 
the public expects a mixer to do, and 
there is no need to go into this during 
a period of steadily rising costs. End 


for 8; 


FRIGERATORS | 
aun cop FREEZERS 


& 
“WOULD YOU PLEASE REMAIN CONSPICUOUS 


HERE, MR. WADDLEY, WHILE | DEMONSTRATE 
THIS IRON TO YOUR WIFE?” 


OCTOBER, 





BUT... 


... there’s an easier 
way to get BUSINESS 
in the NEW 
CONSTRUCTION FIELD 


Dodge Reports tell you who is building 
what—and when you should sell them. 
This 60-year-old business service locates 
prime prospects for new construction prod- 
ucts and materials, equipment and serv- 
ices. 
You tell us in 
which areas you 


DODGE 
REPORTS 


tell you 


are interested, 
anywhere east of 
the Rockies, 
Specify, too, the 


kind of jobs you 


who fo sell 


when to sell 


want reported— 

by type of construction, minimum valu 
ation, and stage of development. Then we 
send you daily Reports carefully screened 
to your own specifications. 

Over 900 Dodge men in the field get con- 
struction facts straight from architects and 
engineers, contractors and owners, and 
many other sources. In effect, these trained 
news gatherers are on the payroll of Dodge 
subscribers, performing the first step in 

every sale—discovery of 


a need for what you sell. 


Get all the facts on Dodge 
Reports. Write for new 
book, or call the F. W. 
Dodge office near you. 


DODGE REPORTS ig 


CONSTRUCTION NEWS DIVISION 
F. W. DODGE CORPORATION §.cunct 
119 W. 40th St., New York 18, N.Y. 
Timely, accurate, com prehensive 
construction news service 
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on this new 


CLASS 21 
NATIONAL! 


] Legible Indication. Easy-to-read figures at the 
* top of the register clearly show every amount 
recorded . . . give full confidence in the accuracy of 
each transaction... reduce mistakes in pricing... 
and protect ALL concerned—your customer, your 


salesperson, yourself! 

2, itemization. Every multiple-item sale is added 
* instantly, accurately, automatically. The cor- 

rect mechanical total appears on the easy-to-read 

figures of the indication. Eliminates mistakes in ad- 

dition. Saves time. Promotes customer good will. 


3 iliuminated Detail-Audit Record. Large, clear, 
* electrically lighted figures instantly print on 
the detail-audit strip. Shows last eleven amounts and 
who recorded them. Provides permanent printed 
record of each day’s business. Salespeople, depart- 
ments, and transactions are identified, sale by sale, 
on detail-audit strip. 


| 


A special combination of features 
at a new low price... 





Built-In Adding Machine Feature. Saves you 
= hours of time and prevents costly mistakes on 
daily figure work. Can be used at ANy time without 
disturbing the control total. Electric operation is fast 
and easy. Standard, easy-touch keyboard enters all 
ciphers automatically. 
* . os 
See for yourself what these 4 great features—plus 
many other advantages of the new Class 21 National 
—can mean to you. Arrange today with your nearest 
National office for a complete demonstration. Or, 
write to The National Cash Register Company, 
Dayton 9, Ohio. 


THE NATIONAL CASH REGISTER COMPANY © 
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MANUFACTURERS’ SALES OF APPLIANCES, 


Jan. Apr. May June July 





COFFEE MAKERS (NEMA Only, Not Industry) 
1951 119,689 147,935 60,013 109,168 642,388 
1950 53,961 80,977 69,877 88,608 496,511 
Change + 121.8° 82.7 t / -14.1°; +23.2°% 2 ao// + 29.4% 


DISHWASHERS, ELEC. RESIDENTIAL TYPE, MOTOR 
DRIVEN ONLY, (NEMA Only) 
1951 
1950 
@ Change 


DRYERS, CLOTHES (Industry Est. by American Home Laundry 
Mfrs. Assn.) 
1951 
1950 
Change 


244,234 
151,427 
61.3% 


FREEZERS (NEMA Only, Not Industry) 
1951 
1950 
Change 


454,737 
332,055 
+ 36.9% 


HEATERS, CONVECTOR & RADIANT (NEMA Only) 


1951 71,114 
1950 


40,772 
Change ‘ ' / + / J { 74.4 i 


HEATERS, FAN-FORCED & FAN-HEATER COMBS. 
(NEMA Only) 


1951 124,387 
1950 


75,867 


Change 164.0% 


HOTPLATES & DISC STOVES (NEMA Only) 


1951 25,304 249,238 
1950 - 31,283 | 232,364 
% Change ( ( —19.1% / +7.3% 


IRONERS (Industry Est. by American Home Laundry Mfrs. Assn.) 


1059 23,700 24,200 24,500 11,100 | 175,200 
sone 31,600 — 27,400 27,100 25,100 | 196,900 
% Change , f —25.0% —11.7% —9.6' —55.8%| —11.0% 


| 
IRONS, AUTOMATIC, STANDARD (NEMA Only) 
1951 253,940 375,060 439,394 432,847 345,501 352,025 | 159,810 | 2,358,577 
1950 144,836 247,722 348,269 231,915 296,737 277,886 298,081 | 1,845,446 
E Chenee +75.3% +51.4% + 26.2% +86.6% +16.4% + 26.7% — 46.4% + 97.8% 
| 


IRONS, STEAM & STEAM ATTACHMENTS (NEMA 
Only) 
1951 105,118 132,163 160,047 171,596 191,480 205,258 125,171 | 1,090,833 
1950 ; 40,136 138,386 131,625 87,787 113,213 137,640 98,555 | 747,342 
o Change... +161.9% —4.5% +21.6% +95.5% +69.1% +49.1% L97 o%| + 46.0% 


| 
| 
| — 
| 


IRONS, TRAVELER (NEMA Only) 
1951.. 24,303 14,458 | 174,897 
1950.. 23,537 15,715 125,314 
% Change + C +3.3% —8.0% -51.2% +39.6% 


MIXERS (NEMA Only) 


1951.. 48 637 35,953 30,334 235,032 
1950 26,969 27,251 35,159 31,720 213,473 
% Change ( + 80.3% +31.9% —13.7% -35.0% +10.1% 





* Not evailoble 
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RADIO AND TELEVISION (7 Months 1951 vs 7 Months 1950, 


with Percent Changes) 





TELEVISION (Industry Est. by Radio-Telev. Mfrs. Axsn.) 


1951.. 
1950.. 
°% Change 


RADIOS, KGME (industry Est. by Radio-Telev. Mfrs. Assn.) 


1951 
1950 
> Change 


RADIOS, FORTABLE (Industry Est. by Radio-Telev 


Assn.) 
1951 
1950 
Change 


Mfrs 


RADIO, AUTOMOBILE (Industry Est. by Radio-Telev. Mfrs. 
aca 


1954 
1950 
Change 


RANGES (NEMA Only, Not Industry) 


1951 
1950 
Change 


REFRIGERATORS (NEMA Only, Not Industry) 


1951 
1950 
&% Change 


ROASTERS (NEMA O 


1951 
1950 
© Change 


nly, Not Industry) 


TOASTERS (NEMA Only, Not Industry) 


1951 
1950 
©) Change 


VACUUM CLEANERS (Industry Est. by Vacuum Cleaner Mfrs 


Assn.) 
1951 
1950 
©7, Change 


WAFFLE IRONS-SAND. GRILL COMBS (NEMA Only) 


1951 
1950 
% Change 


WAFFLE IRONS, SINGLE UNITS (NEMA Only) 


1951.. 
1950 
% Change 


WASHING MACHINES, STANDARD (ELECTRIC & 


GAS ENGINE) 
Laundry Mfrs. Assn.) 
1951.. 
1950... 
% Change 


WATER HEATERS, Storage (NEMA Only) 


1951 
1950.. 
% Change 


(Industry Est. by 


American Home 


645,716 
438,700 
+47.2% 


780,410 
546,000 
+42.9% 


346,799 
330,700 
+4.99%, 


132,437 
97,925 
+ 35.2% 


488 607 
375,856 
+ 30.0% 


301 ,064 
256,752 
+17.3% 


282,305 
249,150 
+13.3% 


93,409 
53,725 
+713.9% 


25,589 
18,257 
+40.2% 


321,092 
275,576 
+16.5% 


73,992 
44,248 
+67.2% 


679,319 
479,900 
+41.6% 


795,377 
585,600 
+35.8% 


437,179 
385,900 
+13.49, 


124,118 
118,989 
+4.3% 


423,420 
461 ,256 
—8.2% 


51,119 
36,507 
+ 40.0% 


330,017 
275,393 
+19.8% 


261,572 
263,515 
—.1% 


110,702 
70,402 
+57.2% 


28,136 
21,653 
+29.9% 


341,328 
342,967 
— 5% 


59,501 
53,149 
+11.9% 


874,634 
686,600 
+27.4% 


027,745 
715,700 
+ 43.6%; 


147,037 
187,600 
21.6% 


162,267 
145,417 
11.6% 


591,449 
586,293 
+.9% 


372,010 
237,124 
+ 56.9% 


290,242 
361,014 
—19.6% 


132,291 
85,181 
455.2% 


28,782 
15,187 
+89.5% 


368,455 
423,802 
~13.1% 


84,171 
64,714 
+30.1% 


469,157 
542,600 
—13.5% 


644,527 
608 ,300 
+6.0% 


150,494 
211,000 
— 28.7% 


542,021 
434,900 
+24.6% 


122,803 
132,859 
—7.6% 


445 636 
546,279 
—18.4% 


35,875 
20,224 
+77.4% 


267,020 
198,459 
+ 34.6% 


227,216 
292,664 
—22.4% 


98,463 
70,406 


+39.8%| 


31,805 
12,944 
+145.7% 


292,193 
333,072 


—12.3% 


70,732 
62,372 
+13.4% 


339,132 
486,000 
— 30.2% 


604,904 
585,400 
+3.3% 


164,171 
276,100 
~ 40.5‘ 


603,534 
383,200 
+S7.54 


109,572 
145,498 
—24.7' 


348,423 
542,865 
—35.8° 


27,360 
19,300 
+ 41.8% 


214,909 
214,279 
+ .29% 


201,983 
278,645 
—27.5% 


48,964 
75,136 
—35.4% 


21,287 
20,113 
+5.8% 


253,942 
304,640 
—16.6% 


68,793 
66,396 
+3.6% 


326,547 
502,500 
35.0% 


360,031 
730,500 
—50.7% 


228,454 
259,100 
11.8% 


107,861 
158,534 
32.0%; 


309,125 
549,740 
43.8°; 


21,013 
25,741 
—18.4+4 


160,796 
156,959 
+9.4% 


194,548 
250,190 
— 22.2% 


37,505 
82,551 
—54.6% 


10,697 
23,697 
—54.9% 


253,119 
325,217 
— 22.2% 


57,470 
16,437 
—24.8% 


293,955 
167,600 
+ 75.4% 


62,690 
130,505 
—~52.0% 


199,616 
507,029 
60.6%; 


15,015 
36,972 
—59.4% 


99,039 
253,831 
—61.0% 


161,002 
279,967 
—42.5% 


42,186 
78,082 
— 46.0% 


7,198 
12,212 


139,799 
282,261 
—50.5% 


44,292 
64,060 
— 30.9% 


3,486,811 
3,463,800 
+.7% 


4,234,383 


| 4,172,300 


“4.5% 


915,847 
1,177,300 
~ 22.2% 


3,263,587 
2,650,000 
+ 23.2% 


821,748 
929,727 
11.6% 


2,806,276 
3,569,318 
21.4% 


239,415 
187,646 
+27.6% 


1,744,855 
1,592,797 
+9.690 


1,618,868 
1,975,145 
—18.2% 


563,450 
516,083 
+9.2% 


153,494 
124,063 
+23.7% 


1,969,928 
2,287,535 
—13.9% 


458,951 
431,376 
+ 6.4% 
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They're big sellers. . . 


FAN FORCED 
INSTANT HEAT 


Ideal for the bath 
and other small rooms 
.... in the home or 

commercial establishments 


_____ Gives Your CUSTOMERS 
TOP QUALITY 
Gives YOU ADDED 
| SALES . . . LIBERAL PROFIT 


FINISHED IN GLISTENING CHROME 
110 VOLTS 4507 B.T.U. 60 CYCLE 8!/, LBS. 


This modern in-the-wall Electric Heater provides real convenience 
. . . instant fan-forced heat when and as needed at the flick of a 
switch . . . besides ordinary heating service it is ideal for drying 
hair and light laundry. Easily and quickly installed in new and 
existing buildings. Call your Peerless distributor or 

write direct for complete details. 


1320 WATTS 


Since 1884 Manufacturers of Gas Circulators — 
Spoce Heaoters— Unit Heaters and Wall Furnaces. 








ELECTRICAL DATA 


Rated at 20 amperes 125 volts 
10 amperes 250 volts 1 HP 


«portable 
TIME SWITCH 


* dependable 
* versatile 


Dozens of applications 
for HOME and INDUSTRIAL USE 


This time switch will turn ON or OFF at 
the end of a specified time cycle any elec- 
trical device or appliance tapped into its 
combination receptacle plug 


Ideal for use with radios, TV sets, wash- 
ing machines, air condit g equip t, 
phonograph equipment, cooking equip- 
ment, etc., the Mark-Time “6000” Series 
Portable Time Switch is designed for rug- 
ged, long-lasting service. It is attractive, 
too, with a streamlined spur base, black 
bokelite case and knob, and polished 
chrome housing in rear. A six foot cord is 
supplied. Available in timings from 60 


seconds to 5 hours 
ax 


2” M. H. RHODES, INC. 


HARTFORD CONNECTICUT 





n Canada send inquiries to 
Ontario Hughes Owens Co Ottaowe, Ontorio 


IAEL Readies Plans 
For 16th Conference 


\dvance registration for the six- 
teenth annual conference of the Inter- 
national Assn. of Electrical Leagues in 
New Orleans this month has been “un- 
isually good”, O. C. Small, 

I ling secretary of the group 
hat more than 30 man- 
electrical leagues 
ered and that many 
these would be accompanied by 
bers of their league directorates. 
resentatives of utilities, contrac- 
jistributors, dealers and manu- 
turers are also expected to attend 
he program will get underway on 
tober 10 and close with a business 
session on Saturday, October 13. There 
will be morning and afternoon sessions 
on October 10 and 12 and morning-only 

sessions on October 11 and 13 


In addition to the business meetings | 


a number of supplementary features 
have been arranged. There will be a 
sociability hour on October 10, a lunch- 
eon on a boat cruising along the Miss- 
sippi on October 11, the organiza- 
banquet on October 11 
party on October 12 

il Assn. of New Orle 


at the latter event 


Pfaff Sewing Machine Officials 
Visit United States on Tour 


Over 17,000 Pfaff sewing machine 
for home use were shipped to this 
country duri the first six months 
of 1951, exe 
said during ; ress confer 

ist. The s 
1¢ firm had always 


y substantial share” 


\f the German firm 


ing mat ine exports 

orts in 1950 were almost 40 per 

cent of the entire output. India, South 

America and Africa are among the 
major markets for the firm 

On hand for the press conference 
were Hugo Lind and Karl Kieffer, 
vice-president and export manager 
respectively, of the G. M. Pfaffwerks 
Kaiserslautern, Germany. 

The visitors said that. the Pfaff 
factory now has surpassed pre-war 
capacity and production. During the 
war 65 percent of the plant was 
destroyed 





Underground Overhead 


There’s one place in the U.S 
where the Communist Party hasn't 
gone underground. 

That’s in the second story office 
space over the appliance store 
ywwned by Oscar Weiner at 29 
W. 125th St., New York City 

Most appliance men think they 
have worries enough nowadays 

it the Communist Party com- 
plicating life. Last month, how- 
ever, Weiner found himself doing 
business der” Party headquar- 
ters after the Reds gave up their 
long-time headquarters in down- 
town New York and m 
to 125th St 

Incidentally, Weiner’s s 
called People’s Appl 
fore the comrades n 


ved north 
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Electric 
Automatic 


FRENCH FRYER 


Gift Wrapped in 
Gay Cellophane! 


RYER WITH 
ONLY DEEP F , 
ee THESE EXTRA Uses! 


*% Food Warmer 

* Automatic Saucepan 
*% Automatic Casserole 
% Automatic Roaster 


Check the market! It takes 
Something Extra to build volume 
sales—even at Christmas! The 
Burpee automatic electric French 
Fryer supplies that Extra sales 
punch. Comes to you gift- 
wrapped and ready to sell, with 
FREE recipe cards. Made from 
finest mirror polish, die-drawn 
aluminum. Chromalox heating 
element. Round construction 

no seams or cracks. A service-free 
appliance! Regular discounts; 
shipping wt. 7% lbs.; FOB 


Barrington, Llinois 


See Your Distributor Today— 
or ORDER NOW— Direct from 


THE BURPEE CO 


BARRINGTON, ILLINOIS 


ME? CHANDISING 





The Wilcolator 
Electric Water 


Heater Thermostat 


ACTUAL SIZE 





Now—A Surface-Type ELECTRIC WATER HEAT THERMOSTAT, with Wilcola- 
tor's exclusive Constant Pressure Contact Mechanism. A product of Wilcolator's 
years of experience in the design and manufacture of water heater thermostats, 
the new Wilcolator Model W provides manufacturer, dealer and consumer with 

>» LONGER LIFE more design, service and performance features than any other thermostat. 


Full Contact Pressure is maintained right up to the émstant the contacts open. 

A fast break is assured and arcing is reduced; resulting in long life and trouble- 

=> SMALL, COMPACT free performance. Mounting stresses all are absorbed by the metal base, and 
: cannot be transmitted to the bakelite case or contact mechanism. 


. New Safety Features—Terminal block extends 4 inch above terminals for 

Bg. NEW SAFETY FEATURES added protection against short circuiting. Electrical spacings exceed Under- 

P writers requirements for extra safety and longer life, even in high humidity 
locations. 


[xi os INTERCHANGEABLE E Interchangeable with most other water heater thermostats, the Wilcolator 
; get Model W simplifies servicing and replacement. 
be By turning the pointer counter-clockwise below the 120° mark, operation of 
| dea EASIER TESTING the thermostat and heater circuits can be checked cold very easily and quickly. 


This facilitates testing, in production and service. 


For complete information on these and other important new features of 
the Wilcolator Model W, send today for Bulletin 335, 


The Wilcolator Company 


ELIZABETH, NEW JERSEY 
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rallies 


? Makes More Friends... 
@ Makes More Money for 
Profit-Wise Dealers 








BUILT TO BE... 
SO SERVICE 
FREE 


new One Minute 
747, beowty is much more thon chrome 
ond enamel deep. Like all One Minute 
Washers, it performs dutifully, beautifully 

for ao yeor, ten yeors or ‘til it’s time 
egain to purchase a stylish newer One 
Minute. Such built-in sturdiness, such 
omazing performance mokes you more 
freends; mokes you more money 


in the omozing Mode 


WRITE ONE MINUTE, KELLOGG, IOWA 


fy j 
CONSUMER {f°L~ 
APPROVAL ACROSS 
THE NATION 


SEE THE ONE MINUTE MAN 
OR WRITE 


Ask about One Minute’s tamous new 
one piece, steel laundry tubs tinished 
in gleaming white enamel; their econ- 
omy, galvanized laundry tub line. It 
pays to know the One Minute man! 


—_s~\ \ WASHER COMPANY 
N KELLOGG, IOWA 


Slingabouts 
speed appliance handling, stop damage” 
Co., Inc., Dayton, Ohio 


says Roy Funderburgh, Allied Supply 


All our appliance 


assistant store manager of t 
wholesaler. 


Your appliances reach custo 
delicate parts in perfect co 


handling is 
cheaper since we've used Slingabouts, 


faster and 
declares the 
his mid-western appliance 


safer, 


mers with fine finishes and 
ndition when Slingabouts 


heavy jackets, thick padding and soft lining protect 
them. Rugged Slingabouts slip on and fasten quickly. 
A sturdy sling means fast, easy handling in trucks or 


narrow spaces. Slingabout 


s fit all major appliances. 


Ask about Wrapabouts for TV sets. 


WEBB MANUFACTURING CO., 29 
Send Slingabout prices for model 


make 


Name 
Address 


City 


18 N. 4th St., Phila. 33, Pa. 


# j 
Refrigerators 
Radio 
Range 
Washer 
Other 
(please specify) 





New Remedy for TV Ills: 
Set Makers Cut Prices 


Easing of Regulation W hadn't 
upped sales as much as hoped 
so manufacturers slash prices 


-_ LEVISION manutacturers 
last month were gambling that 
owered prices would be able to do 
iat loosened credit terms alone had 
been able to accomplish. 

The job facing the industry as 
Labor Day ushered in the fall sea- 
son was the same job that had faced 

ill summer long—stimulation of 
lagging sales at the consumer level. 
Chere was some indication that an- 

t industry had been 
whittling away at all summer—re- 
ng inventories at retail, whole- 

ile and factory levels—had met 
sth 


her job the 


some success 


The remedy for the heavy inven- 
tories had been drastic but effective 
little buying by dealers and dis- 
ributors, sharply reduced produc- 

by manufacturers. (TV produc- 
tion for May, June and July for in- 
stance, was only 817,985 units. For 
the same period last year it reached 
1,316,000 units.) 

But finding the remedy for sag- 
ging sales hasn't been so easy. Most 
of the industry thought that the Fed- 
eral Reserve Board's strict credit 
terms were at fault. But sales didn’t 
pick up as expected even after Con- 
sress loosened up the time-buying 

in late August and 
r, one manufacturer 
ined the price-cutting 


r 


' , le 

irade 

New Lines, New Prices. Many of 
tl ice-cuts served as preludes or 


rent to the ntrodu 


its new prices with 
radio 
for the future”. 
$70 off the 
inch table model, 
to $199.95 


of twelve new 

‘built 

I lopped 
{ it 17 

bringing it down 

Motorola introduced a 

in mid-August 


line 
prices ranging 
from $50 to $100 under previous 
levels. A 17-inch table model was 
cut $60 to retail for $199.95, 


new 
with 


OCTOBER, 


New Line Reduced. 

which introduced its new line in July 
at the Music Merchants Show, 
joined the price party in late August 
when it cut its retail from 
$30 to $90. It offered a 17-inch table 
model at $219.95, $30 less than the 
original price. The firm also had 
16-inch table models available at 
$199.95. 


Sylvania, 


prices 


Crosley unveiled its new TV sets 
in mid-August. Prices on the new 
line were generally well below those 
of the previous line but were also 
generally somewhat above compe- 
tition. The lowest price Crosley 17- 
inch table model now lists at $249,95 
as compared to $299.95 on its pre- 
decessor. 

In late August Stewart-Warner 
Corp. sliced $30 to $100 off the list 
prices of its TV line. 

CBS-Columbia, Inc., in late Au- 
gust reduced prices approximately 
25 percent on its line of TV sets and 
at the same time introduced two 
new models. One of the 
new 17-inch table model 
in a black metal cabinet at $189.95 
The 20-inch se 
$279.95 

Prices Not Realistic. 


Stickel, national sal 


receiver 
sets 18 a 
second is a a 
Walter 
manager 


Aller 


the receiver sales division 


B. Du Mont Laborato took 
tte of the during 
regional sales managers meeting in 
late August and said that, “Today’s 
['V receiver prices are forced prices 
and not realistic, commensurate 
the intrinsic value of 

offered.” 


lower prices 


witl 

the merchan 

Stickel predicted that 

industry would 
1 


rmal fall pickup in 
head but he said that this pickup 
would not be reflected in similarly 
creased profits because of heavy 


1 ‘ ¢ ri > ft 


experience its 


the months 


nventories 


Gadsby, Wickard, To Speak 
at Farm Conference 


Ist nt of the Edi- 
and Claude R. 
of the Rural 


vill be 
¢ 


YY, presi 


rs at the 
Electrificatior 
nati this month 
I veal conterence 
will be held at the Gibson Hotel 
ber 9 and 10, will be “How Farm 
Electrification Can Make America 
Stronger.” L. L. Rummell, dean of 
Ohio State’s College of Agriculture, is 
general chairman of the conference 
Other speakers include J. C. Cahill 
Detroit Edison, John L. Strohm of 
Country Gentleman, W. J. Ridout, 
editor of Electricity on the Farm, and 
Roy Battle of radio station WLW, 
Cincinnati 


Oct 
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ttl. FREEZERS 


FOR EVERY SIZE HOME and FARM FAMILY 


fo 5 FE Goare toed by © 
a. : = : pagan 
' a . < wi 
FZ ¢, : 
FASTER-FREEZING 
FOOD-WALL 
CONSTRUCTION 





MODEL FF-81 
& Cu. Ft. Capacity 


Freezes and Sto 

Up to 280 Ibs. of Fooe 
Overall Leagth 
Front to Back 27 
Height, Closed, 36 





os a, MODEL FF-150 
15.2 Ca. Pt. Capacity 
4 Freezes and Stores 
0 $2 
Overall Length 59° 


The HOME FOOD FREEZER THAT INVITES COMPARISON Heighe, Closed, 36% 


¥ 


In the essential functions—fast freezing fresh 


foods and their economical safe storage for exten te eneihe 
Freezes and Stores 
Up to 800 Ibs 


long periods at home—Chill Chest invites of Food 


Overall Length 82 
Front to Back 27 
Height, Closed, $ 


comparison ... For convenience in handling 
storage or removal of foods in the big roomy 
storage compartments, Chill Chest invites 
comparison ... The faster freezing food-wall 
construction invites comparison... The fa- 
mous Tecumseh hermetic compressor unit 
invites comparison... The frost free seal- 
zone which provides a perfect lid seal invites 
comparison ... Yes, these and all Chill Chest 
outstanding construction and convenience 
features invite your comparison! 
Goin the ever increasing list of leading dealers now en- 
joying this greater consumer preference for the Chill Chest 
Freezer line. This fast growing food freezer market will make 


profits for you too. Write for complete data and name of your 
nearest Chill Chest Distributor. 


A / 
MANUFACTURED BY -Rered, Gre. 
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HOW and WHY 


Flag Labelling Has Multiplied Reveal. Promotion Plans 


For New Arvin Lines 
1 1948 | Ez }©«6=6cE : : 

; Arvin Industries, Inc., has released 
details of a heavy advertising cam- 


— Another reason why : paign for the fall and winter months 


with emphasis being placed on the 


your products should : firm’s new radio and television lines. 


National ads in consumer magazines 


carry this safety will spearhead the campaign, which 
: will also include an expanded trade 
° ° * | paper schedule. Arvin ad manager 
identification | James Jewell said that “pronounced 
; ; enthusiasm” of distributors for the 
: company’s new models indicated a 
“sharp increase in the use of co-op 
newspaper space and point of sale 
material.” 
Forty-five ads will be devoted to 
TV and radio, 17 to electric house- 4 
wares and 15 to metal furniture. TV OYSTER GROWN GEMS she'll 
cade “" ¢ a, 66 always treasure ...a fashion * must” 
ads will feature the company’s “dual- for the style-smart lady. 
power” custom-built chassis while Insured with Lloyd's of London for 
i Als i d 


. P a heaters, toasters, irons and the Lec- your pe 
Since 1948 — when manufacturers began identifying safe oer : : : by number. 


. - tric Cook will receive equal attention 
Cord Sets and Power Supply Cords with the U/L blue and ie the snot _— RETAIL FROM $10.00 TO $900.00 


green Flag Labels — use of this important safety identification The company is providing its dis- hallmark sculptured pearls 
has increased twenty-four fold! tributors and dealers with the “most Finest simulated peorls created by the hand 
Now millions of cord sets and power supply cords on elec- comprehensive” line of sales helps it | $f mor. Mand-dipped, hond-polished, and 
trical equipment are clearly marked for the buyer's protection - ever developed, - —_ said. RETAIL FROM $8.00 TO $50.00 
ans * — i : i = These include a greatly accelerated : 
Inspected Underwriters Laboratories, Inc. - see .- ' wae hallmark simulated pearls 
Everyone who sells or uses electrical cords bene- ; = distributor-dealer co-op newspaper 
Y . P ° > - 4 campaign Masterpieces of fine jewelry. Permanently 
fits by this progressive idea. For cords are the life- a worranted against discoloring, peeling 
. . . on rockin 
lines of home electrical service—and the Flag Label aETANL FRom $4 uo te s0000 
offers assurance of quality and dependability. 
Appliance Manufacturers, Distributors and Deal- 
ers are invited to participate in the Safe Electrical always specity 
— Du Mont O : ~ HALUAARK 
Cord Program. Full particulars are available. Write CTE u on rganizes 


when you wor! 


to International Association of Electrical Inspectors, rr World Series Clubs \ the very finest 

812 N. Michigan Ave., Chicago, Illinois or The ; 

Safe Electrical Cord Committee, 155 East 44th St., Baseball fans are getting a break 

New York 17. N. Y 3 on watching World Series telecasts 
Meet through a novel promotion spon- 


Equip Your Products With Safe Electrical Cord Sets Bearing The FLAG LABEL sored by the receiver sales division 
a == — . of Allen B. Du Mont Laboratories, 

















Inc. 
The promotion was built around 
ELECTRIC formation of “Du Mont World 


( ZZ 7 Series Clubs” by five or more base- 
/ ( A WATER ball fans. Club members got their 

f TTshe EA sets hy registering with a dealer 
HEATER 4 and sigmitying their intention of 


watching the series in a group. Sets 


re installed in time for the open 

WITH HOT AND SNAPPY FEATURES ing game and were left in place fo 
gas the entire series 

ze on the promotion 

ovided its dealers with 

licity-promotion package 











TM HOT, the exclusive, 100 ~ Easily, Quickly, Safely 


efficient Immersion-Type Heat Second Volume of Tube Guide with 


ing Element. I'm completely 


Published by Howard Sams 


submerged so that all my heat is rapidly trans 
‘olume two of levisic > > 
ferred directly into the water. I'm easy to re tion Guide . Lae Ca ROLL OR KARI 
move ...the tank stays full while you slip me out “ a Ww. aa & Co. “ye i gad DUAL TRUCKS 
ar lianapolis. The Guide shows the posi- : . 
and function of tubes in hundreds | Handling stoves, refrigerators, freez- 
new television receiver models. | €FS and other heavy, awkward loads 
‘ully indexed for quick reference, the | is a cinch with Roll-Or-Kari Dual 
Guide contains over 220 pages and cov- Trucks. Adjustable to any size load, 
“I'M SNAPPY, the pat ers TV models produced in 1949-50. | Roll-Or-Kari Trucks with the pat- 
ented Snap-Action Ther tis priced at $4 ented Step-On-Lift and Web Lock 
mostat.I'LL SNAP on and and Tightener are easy to attach 
off without chattering or arcing. I'm submerged tts, he cok genie eo 
! ° 
n the water, too, for urate, positive tempera . > 
Se . yon — : ‘ NEMA Housewares Group Votes Folding handles. Capacity 1,000 Ibs. 
— — ere ee To Continue Campaign in ‘52 Shipping weight 40 Ibs. 
no need to drain the tank... just slip me out of : 
my “no-drain” copper we The electric housewares section of | Roll-Or-Kari Dual Trucks are your 
ES the National Electrical Mfrs. Assn insurance against time losses and 


| oprove lans for con ation of i 
's approved plans for continuation of | breakage losses. Write today for full 
water heaters. Sold through leading electrical wholesalers. Write for catalog ts electric housewares campaign 1 | information. Dept. B. 
1952. The campaign theme will con- 
tinue to be “Give Electric Housewares 
NATIONAL STEEL CONSTRUCTION CO. tees hing Ree tiene: Gilt Shem ROLL-OR-KARI CO. 
500 MYRTLE STREET 301 WATER STREET 1801 PASADENA AVENUE sion.” Ralf Shockey & Associates will MANUFACTURERS 
SEATTLE 8, WASHINGTON COGANSPORT, INDIANA LOS ANGELES 31, CALIFORNIA continue to, direct the merchandising | ZUMBROTA 5 MINN. 
of the campaign 


(Iustrated) The DOUBLEX ELECTRIC, one of a complete line of round and table-top 
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“We have substantially increased our 
Electric Range sales over last year—by 
at least 20%—due to the advantage of 
using a connected range for actual 
demonstrations,”’ says Mr. G. W. Taylor, 
President, Dobyns-Taylor Hardware Co., 
Kingsport, Tenn. “In my opinion, any 
dealer who does not have at least one 
range connected to a 230-volt 3-wire 
circuit for demonstration purposes is 
seriously jeopardizing his sales potential, 
and dulling the effect of the sales tool 
he has at his disposal.” 























Adding to Mr. Taylor's statement, here are three things that every “live’’ Electric Range Dealer should do: 


B C 


Customers always like a demonstration. So in- Women want practical information about an Elec- An enthusiastic Electric Range user can be your 


A stall a “‘live’’ range on the showroom floor. After 
that, it just comes naturally. You touch the switches, 
and the prospect sees action. She can actually see the 
elements heat up, she can touch the oven and feel how 
cool it is outside when it's baking temperature inside. 


There's really only one best way to sell Electric Ranges. Like 


any other good product, they help sell themselves if 


them half a chance. So it always pays to remember these three 


points: 
A. Demonstrate in the showroom 


B. Use in your own home 


C. Follow up in the customer’s home after the 


sale is made 


... of course, it’s ELECTRIC! 


tric Range—things you can’t really find out until 
you use the range itself. The answer to that is to get 
one in your own home, and let your wife or mother 
show you what she can do with it. In about a week, 
chances are she'll give you so many selling ideas, 
you'll feel like putting er on the sales force! 


you give 


best friend in making another sale. Never drop 
a sale after delivery is made. Always call back once or 
twice, and bring your home service worker along if 
you can. Demonstrate the range again, right in the 
customer's own home. 


CASH IN ON THE TREND 








—¢ 


J 
ELECTRIC RANGE SECTION 


“Selleck Ranges 


American families purchased 1,800,000 Electric Ranges last year! 


pei 





National Electrical Manufacturers Association + 155 East 44th Street, New York 17, N. Y. 


ADMIRAL - 
HOTPOINT - 


COOLERATOR - 
KELVINATOR - 


ELECTRICAL MERCHANDISING~OCTOBER, 


CROSLEY - 
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FRIGIDAIRE 


+ GENERAL ELECTRIC - 
* UNIVERSAL - 


GIBSON 
WESTINGHOUSE 
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@ Top-quality, outstanding beauty, distinctive features, com- 
plete line, nationally advertised, competitively priced. Leads 
in value. See your distributor or write us for full information. 


SHIRLEY CORPORA LIS 2, INDIANA 











THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT... ! 


Different, because it is FIRE-SAFE, grease laden air is NOT drawn over motor: 

Different, because intake grill may be mounted above cooking range even on 
inside wall; 

Different, because ordinary 6” stove pipe will serve for making connection 
between intake grill and exhaust fan; 

Different. because it is QUIET, operating mechanism is mounted OUTSIDE 
the wall; 

Different, because it is weatherproof, back draft damp protect gainst 
heat loss, operating mechanism is housed in corrosion-free aluminum. 

Yes, the Kitchen-cire is different. It is electrically operated, can be installed 

auywhere in new or old houses, keeps kitchens cool and odorless, bathrooms 

and recreation rooms fresh and basements dry. Underwriters Approved. 

Advertised in Better Homes and Gardens. A fast seller: Inquire today: 


STEWART MANUFACTURING COMPANY 
318 E. St. Joseph Street Indianapolis, Indi 





RCA, Motorola, Admiral, Crosley 
Introduce New Television Lines 


Lower prices, provisions for color 


and UHF telecasts feature new sets 


he headlines 

luced new tel 

lines in Augus 

But new featur 
new services (ultra 
television and cok 
instance) also attract 

ring the previews 

on TV prices, see 


company intré 


‘ 
RCA Victor: 
1 eight me iper sets” incor- 
sensitivity, great 
rreater freedom from 
addition, the com- 
“power plus” mod- 
ind the standard chassis 
pany’s previous “million 
A UHF tuning unit cov 
and VHF bands has 
company engineers 
available for substitution 
vhen UHF tele- 
asting goes on the air 
Motorola: The firm introduced 16 
vy TV receivers in mid-August. All 
UHF all- 
ion and tuner units for 
itional $40. A UHF adapter 
will be available as an accessory at 
$49.95 
sets has been increased 
Admiral: “Optional color tele 
" na 1 


visio 4 reduced prices 


ith buil 


Fringe area range on the new 


shared the 
ht ie showing of the new 


Admiral line The company will 
manufacture color adapters ($14.95) 
id “slave” sets which will provide 
lor reception for those who want it 
adapters have a three position 
h which allows reception of regu- 
black and white programs, recep- 
tion of color programs in black and 
white, or reduces the picture size for 
conversion to color by means of a 
color wheel. The sets can be equipped 
for UHF reception by adding strips 
to the turret tuner. 

Crosley: The new Crosley tele- 
vision line features authentically styled 
cabinets and built-in arrangements for 
“at-home” attachment of UHF and 

lor converters when these services 
are required by the public. 

The company also introduced a li 
of five freezers and nine electri 
ranges during the distributor showing 
All of the freezers feature shelves re 
cessed in the lid and self-openine 
which  rais¢ 
themselves by a mere touch of a pres- 
All of the full-size ranges 
have divided tops 

At the showings W. A. Blees, Cros 
ley general sales manager, predicted 
that appliance and TV sales would 
turn upward after Labor Day. John 
W. Craig, Crosley general manager, 
said that the introduction of the 1952 
lines was part of his company’s pro- 
gram to hold a “firm place” among the 


the industry 


“floating-action” lids 


sure bar 


leaders in 


Philadelphia Factory Reps Form 
Unique “Housewares Caravan’ 


Plan to stage shows for retailers 
who don’t attend national exhibits 


I 


rmally attend t 
lantic City and Chicag 
“It is the purpose of this group t 


| 
seek t 
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he assistance of all wholesalers, 
jobbers and distributors in the respec- 
tive districts to make every effort to 
get their retail dealers to attend the 
shows,” a spokesman said. “They will 
be shown every courtesy and explained 
all features of the displayed merchan- 
dise by these factory experts who will 
use their time and talents in creating 
an interest in their lines.” 


OCTOBER, 


een schedule 
ctober 22-24 
here the grou; 

arge roon 


prizes wil 


n initial meeting i 
admitted the 
the form of a 
et ot re 
ssful, shows will be 
ring and fall. 
e split by the seven 
rms. The group will dispatch a pre- 
liminary broadside to distributors and 
lealers. Exhibitor 
$08 fe feted 


Expenses will f 


s and manufacturers 
1 be listed in alphabetical order. 
his is the first time such an organ- 

ization has been formed to serve local 

distributors and dealers, but the 
spokesman stressed the fact that they 
are not trying to compete with the 
large national shows 

Members of the Caravan include 

James F. Bond, Bragg & Sand, Corri- 

gan-Gane & Co., The Martin Co., 

Maxwell & Truitt Co., J. W. McCrory 

and Morris Yeager. 
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LIFE TEST ON PHILCO 
TUNERS puPLicATES 
ACTUAL OPERATING CONDITIONS... 
ESTABLISHES A RECORD OF MORE 
THAN (% MILLION CONTACT 
OPERATIONS — FAR IN EXCESS OF 
HARDEST USE IN : 
THE HOME. 


ELECTRICAL MERCHANDISING—OCTOSBER 


DE SEE EI RRR 





a NR tH pg Ge LEO 


— LCO Poli wh 


te RRS CP RP Pr 


“ WIGHEST quay MEANS LOWEST 
SERVICE COST ! Has wuy PHILCO 
QUALITY EXPERTS MAKE THESE AND MANY 
OTHER. TESTS INCLUDING A LENGTHY 
PERFORMANCE TEST OF 50 TELEVISION 
RECEIVERS, CHOSEN AT RANDOM 











HIGH HEAT AND 
HUMIDITY... diFFicuLT 
CONDITIONS FOR TELEVISION 
COMPONENTS,..ARE MADE TO ORDER 
IN PHILCO TEST ROOMS LIKE THIS. 





VIBRATION MACHINE 
TESTS STURDINESS OF 
PHILCO PACKAGING. 
ACTUALLY SIMULATES \ 
ROUGH TREATMENT FROM 
PHILADELPHIA 0 LOS ANGELES, 


- PHILCO. Yon 
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Beaufiful yieras 


WRITE TODAY FOR PRICES gum 
NEW HAVEN QUILT & PAD CO. 


PADDED TV COVERS 


Eliminate Damages 
FOR ALL SIZE TV SETS 


Combinations 
Consoles 
Table Models 





COMBINATION: 41” H, 44” W, 27” D | 


CONSOLE: 40” H, 31” W, 27” D 
TABLE MODEL: 24” H, 25” W, 25" 4 


These waterproof covers completely 
cover all sets. Combination and con- 
sole covers have a 2” web strap with 
adj. cadmium plated slide buckle, tie 
topes at back. Table model has tie 


ELECTRIC and 


ALL TYPES of GAS 


* Hi-Broiler 
Models 


both fully 


automatic! 


Write for 
catalog and 


prices 


Phillips eButtorff 


MANUFACTURING COMPANY 
NASHVILLE, TENN ESTABLISHED 1858 











MODEL 
A-555 


AIR-FLO 


AUTOMATIC SHUTTER 
WEATHER-SEALED 
































FRONT ViEW--CLOSED 


It Leads the Field 


In Features 


There is every reason why you should 
use AIR-FLO shutters on your job. New 
heavy reinforcement strip adds strength 
and long life to the louvers, assures quiet 
operation and perfect counterbalance, pre- 
vents rattling. Aluminum louvers open 
fully, permitting capacity fan operation. 
Deep shroud protects shutter from high 
winds. Tie-rod, brackets and bearings 
inside frame, not exposed to weather. 
Special finish resists corrosion. Many 
other features. Write for illustrated cata- 
log 42-A of the complete AIR-FLO line. 


AIR CONDITIONING 


Consumer Purchases Outrunning 
Production, Says Hotpoint’s Nance 


No “oversupply” of appliances exists, 
distributors told; company announces 
details of “football” sales contest 


ONSUMER purchases are al- 

ready running 20 percent above 
supply and appliance inventories are 
dwindling in the face of increasing use 
of scarce materials for defense produc- 
tion, eastern Hotpoint distributors 
were told during a two day meeting in 
White Sulphur Springs in late Au- 
gust. 

President James Nance told the 
group that there is no “oversuppiy” of 
appliances now and there will be none 
at the start of 1952. “I hope that re- 
strictions do not bring a period of 
shortage but we must be realistic and 
face the situation that the national de- 
fense effort is creating,” Nance sai‘l. 
“Distributors and dealers must realize 
that the ‘seller’s market’ caused by 
scarce buying is over,” he continued 
“Hard-hitting specialty selling is now 
needed to maintain a healthy 
volume.” 

Distributors were told that all sell- 
ing activities on all-electric kitchens 
and automatic home laundries for the 
balance of the year will be centered 
around a “Pigskin Payoff” sales drive 
Distributor houses and dealers will 
compete for prizes which will include 


sales 


trips to Hawaii or California for post- 
season “bowl” games. Included in the 
activity are five “games” during Sep- 
tember, October and November on 
ranges, refrigerators and _ freezers. 
home laundry equipment, water heat- 
ers and automatic dishwashers. Awards 
based on sales performance will be 
made for distributors, districts and 
dealers who win each “game” during 
the campaign. 

Marketing vice-president Edward R 
Taylor told the group that instead of 
condemning dealers for lack of creative 
sales efforts manufacturers should set 
about correcting the industry-wide con- 
dition. He said that Hotpoint’s new 
program is designed to help ready the 
Situation. 

Other speakers on the program were 
sales manager John F. McDaniel; 
merchandising manager William E. 
Macke; market esearch director 
George W. Westfall; J. M. McKinnie, 
assistant to the sales manager; Dwight 

Anneaux, manager of the utility 
division; E. J. Sorensen, manager of 
the building division, and D. E. Ander- 
son, manager of the key accounts divi- 
sion. 


G-E, Distributors Launch Sales Campaign 


The biggest sales campaign ever 
sponsored by General Electric’s major 
appliance division got underway last 
month. Over 1000 dealers and dis- 
tributor salesmen will have an op- 
portunity to win expense-paid holidays 
in New York or San Francisco for 
sales achievements between September 
1 and November 30. 


called the “Road 
will be run in two 
sections, for distributors and dealers 
east of the Mississippi and for those 
west of the river. G-E is running the 
distributor phase of each contest, but 
individual distributors have established 
their own rules and regulations for 
their dealer races. 


The campaign, 
, 


Race Jamboree”, 


tapes at both sides GENERAL ELECTRIC distributors E. M. Farmer (of Gould-Farmer Co., Syracuse) 
and Orrin P. Kilbourn (of Orkil, Inc., Hartford) try out a 1903 touring car as 
they prepare for G.E.’s ‘Road Race Jamboree’’, the largest sales campaign 
ever sponsored by the G.E. major appliance division. At left is C. W. Theleen, 
division manager of sales. At right is C. L. Bixby, Jr., campaign manager. 


PRODUCTS CO. 


2340 West Lafayette Blvd. 


NeW HAVEN QUILT & PAO (0 
a et gy ar DETROIT 16, MICHIGAN 


ost 
82 84 Franklin St. New Hoven!! Conr 
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The saturda 


po 
appliance buyers and dealers because: 


The Post pre-sells the entire Post promotions sell goods in 


e family in the home. the store. 








Jennings Furniture Co., Portland, Oregon, uses a Saturday Evening Friend’s Appliance, Denver, Col., cashes in on Lewyt's Saturday Evening 
Post point-of-sale piece to highlight a Servel refrigerator display. Post advertising in this store-demonstration display unit. 


‘eee 


Trage Brothers, Forest Park, Ill., puts the power of the Post to work to Kurtz Furniture Co., Cleveland, Ohio, promotes Easy Spindriers with 
start things popping for Sunbeam automatic toasters. help of Easy’s advertising in The Saturday Evening Post. 


-gels to the hea merica 
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Sylvania Electric Products, Inc. 


NEW POSITIONS 


Sentinel Radio Corp. 





Hoover Co. 


BARTON K. WICKSTRUM 


H. W. HOOVER, JR 


CHARLES A BURTON 


H. A. WILLIS 


Emerson Radio & 
Phonograph Corp. 


SAYLOR 


M. ABRAMS 


Deen name 1 
Emersot 
succeed 

resigned 
and 1ics 
head a new distributing firm in Chi 
ago. Abrams has been with 


since 1945 and since 1 


lirector t 


the firm 


een tele 


OSCAR M. MANSAGER 


MAURICE E. PECK 


ROBERT B. PARKS 


amed dit 
P In el } } ay 
B. Parks has bee 


t the Sentinel 


Allen B. Du Mont 
Laboratories, Inc. 


manager and 
manage! 
Ficl George Hakin 


na er 


Hotpoint, Inc. 


) D. Thompson has been named t 


Perfection Stove Co. 


BERNARD HECHT 


Bernard Hecht 


has been made gen 
ral 


manager of the Starrett Television 
Corp. He was previously with RCA 
Victor and International Resistance Co 


A. B. MAC LAREN 
General Electric Co. 


Lamp Division. 


Robert E. Jordan \ 
, 


wen made manager of the lamp 
division's Niagara sales district, suc 
ceeding the late Harry Huff 


B. MacLaren has been named 
has manager of the Superfex furnace 
division of Perfection Stove Co. He 
has been with the firm since 1930 and 
Major Appliance Division. C. E most recently was assistant sales man- 
Mighell has been named Nashville ager of the 
manager of major appliance sales for E. B 
General Electric He } 


sales 


furnace division. 
Goodwin has been named new 

as been with accounts manager for the division with 

ie firm since 1933 FE. W. Connors as service manager 
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NOW! KEEP AHEAD WITH 








NEW! 
MURRAY 


GAS RANGES! 1. help you keep ahead in the ap- ELECTRIC RANGES! Like the gas ranges, these 


pliance field! new beauties (7 in all) are available in 40”, 36”, and 20” widths 


*% Titanium porcelain enameled — acid and stain resistant! 


*% One-piece tops, with divided or grouped burners; easy-to- 
clean seamless burner bowls and waterfall front. 


* High, smokeless broiler that swings out for extra-con- 
venience! 


* Extra-large ovens, porcelain enameled, easily cleaned 
rounded corners. Full-view, non-fogging window! 


* Robertshaw precision thermostat. Cooking and oven timer 
— 4-hour unit built into kitchen clock! 


* All 6 models can use any type gas supply. 


*% Long-life welded frames; rigid drawers glide on silent 
nylon rollers! 


to fit most any plan . . . suit most any budget! Easiest to sell! 
Your customers will want Murray's. . . 
%* Color-contro!l heat tuning! For each 7-heat surface unit 


there’s a series of pushbuttons colored from deep red (hot) 
to light pink (simmer)! 

* Indicator lights show when each surface, broiler, and bak- 
ing unit is on. 

%* Interval timer with bell provides up to 60 minutes timing. 

*% Clock with automatic oven timer also times appliance out- 
let and deep well cooker. 

*% Warming compartment and silent storage drawer! And all 
ranges are Fiberglas insulated for full economy. 


ME wU ” ee ca . 4 doors for silent action . . . concealed _ vision for fluorescent lighting under all 


CABINETS AND SINKS! With the hand grips for easy cleaning, smart wall cabinets! Popular-sized sinks avail- 
very latest Murray features, including: styling . . . strong, semi-invisible hinges able with most any combination of 
brass-runner drawers, sound-insulated .. . durable Vinyl plastic tops... pro- drainboards and sumps! 


A Y 


THE MURRAY CORPORATION OF AMERICA + HOME APPLIANCE DIVISION + SCRANTON 2, PA. 
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eWANTED!- 


BY BUYERS EVERYWHERE! FOR CREATING 
TRAFFIC WHEN FEATURED IN THEIR 
STORES! 











YOUR CUSTOMERS ARE ON THE CONSTANT LOOK- 
OUT FOR THIS FULLY AUTOMATIC POPULAR PRICED 
TOASTER! Write for the name of the nearest Toastswell 
Distributor or send for complete detailed information re- 
garding this most sought after toaster! Made in St. Louis. 
Authorized Service Stations in all principal cities. 


THE TOASTSWELL COMPANY 


620 TOWER GROVE AVE. 


DISTRIBUTOR NEWS 





ST. LOUIS 10, MO. 








vomit « APPLIANCES. 
RADIOS, TELEVIS 


Your advertisement in ELECTRICAL MERCHANDISING will... 


e Announce new products to the largest number of dealers in the shortest 
time, at the lowest cost. 





e Acquire new dealers in “open territories” and improve the type of 
distribution in current markets 


© Keep dealers sold after they have signed up 
e Increase dealers’ appreciation of the value of the franchise. 


e Get dealers and sales clerks to spend more time in selling the 
advertiser's line 


e Educate the dealer on how to sell a product 

¢ Help stimulate off season volume 

e Show the trade how to sell up — selling up by promoting higher-priced, 
higher-profit lines. 

@ Increase effectiveness and use of point-of-sale literature and displays 
© Sell the soundness of a “house policy’’ and a company’s stability 


e Get dealers to compare “lines” as to their relative completeness 
turnover, etc 

e Support and augment the dealer contacts which are made by the 
advertiser's own sales force. 


tell your vin ELECTRICAL MERCHANDISING 


the appliance-radio-TV industry's Best Seller 
A McGraw-Hill Publication 330 West 42nd Street New York 18, N.Y ABC * ABP 
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Rewarcls for “Unparalleled” Pe: formance 


ROSKIN DISTRIBUTORS of Hartford, Conn., walked off with practically every 
major sales achievement award at Philco’s mid-summer distributor convention 
in August. Philco president William Balderston called the company’s perform- 
ance ‘‘unique and unparalleled’. Shown with only three of their prizes are 
president Sam Roskin, sales manager Si Kelsey and general sales manager 


M. Grabell. 





1. W. Danforth, President 
Of Pittsburgh Firm, Dies 


Irving W. Danforth, owner and 
president of the Danforth Co., Pitts- 
burgh, Pa., and a civic leader in the 
community, died in August. He was 
a former president of the Electric 
League of Western Pennsylvania 


Magruder Appointed Manager 
Of GESCO, Cape Girardeau 


Charles T. Magruder has been made 
manager of the Cape Girardeau house 
of General Electric Supply Corp. He 
joined the firm in 1948 as a supply 
salesman in St. Louis. 


McCormick Made Housewares 
Sales Manager for Judson C. Burns 


Joseph J. McCormick has been 
named electric housewares sales mar 
ager for Judson C. Burns., Philaded 
phia distributing firm. He was fo 
merly New York zone manager fur 
Servel’s air conditioning division and 
prior to that was managing director 
of the Retail Electrical Merchants 
Assn. of Philadelphia 


Bradford Named Sales Manager 
Of Toledo Merchandise Co. 


B. D. Bradford has been made sales 
manager of the paper and appliance 


divisions of Toledo Merchandise Co. 
He was formerly a district salesman 
for the company. 


Southern Appliances Names 
Home Service Director 


Miss Mary Howell of Todd, N. C., 
has been named home service director 
of Southern Appliances, Inc., Char- 
lotte, N. C. 


Brechner Named Sales Manager 
Of Admiral-New York 


Samuel J. Brechner has been named 
sales manager of Admiral-New York, 
succeeding Charles Andress who re- 
signed in July. Brechner was at one 
time vice-president of Davega stores 
and more recently was sales manager 
for Jacobs and Rogovin. 


Sampson Co. Appoints Head 
For Three Product Divisions 


Creation of twa,new merchandising 
divisions and appoffitment of a new 
manager of a third division have been 
announced by the Sampson Co., Chi- 
cago distributorship. Orv Clegg and 
Sam Ripes have been named to head 
the new Lewyt cleaner and Domestic 
sewing machine divisions while T. C. 
Carey has become manager of the 
Capehart television and radio division 





Mixing Washers with Food and Soap 


Put ‘em all together properly and you get, not an incredible 
mess, but tremendously increased sales of all three. Of course, 
it takes a good promotion to do it, one like the Allison-Erwin 
Co. recently ran in the Carolinas and which ELECTRICAL 
MERCHANDISING editor A. B. Windham claims got “Two 


Million Washer Prospects.” 


See it in the November issue of ELECTRICAL MERCHANDISING 
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‘Te names invariably reflect top prestige. 

That's one big reason so many dealers value the 

Capehart franchise above all. Capehart quality helps 

them attract the kind of customers that mean more profitable selling. 
Capehart alone offers the CX-33 chassis that provides the famed Crystal-Clear 
picture. The Capehart Symphonic-Tone system adds new dimension to tele- 
vision performance. And Capehart's mastercrafted cabinetry appeals to the 
discriminating of all income brackets. 


These are just a few of the reasons Capehart is the banner line of so many 
leading dealers. A few choice dealerships are still available. See your 
local distributor or write E. Patrick Toal, Director of Sales, Fort Wayne. 





TUNE IN: Capehart-Farnsworth Corp 
presents ‘‘VanDeventer in the news, 
every Sunday over the Mutual net- 
work at | p.m., E.S.T 


WHEN IN CHICAGO ... be sure to 
visit the Capehart Salon, Room 1118, 
at the Merchandise Mart. 

















The best looking CLOCK-RADIO 
on the market 





The Capehart Clock-Radio is not only an ac- 
curate timepiece, it serves as a tireless servant 
. reminds of appointments, 


turns on appliances. Really 
beautifully styled ia a choice of $ 95 


colors. A sure sales winner! 


S 
So 


The CAPEHART table model RADIO 
Handsomely designed in dark green plastic 
bs . unbelievably beautiful tone. 

(s set to make a big splash in 

the table-radio market . . . boost $3795 
profits for you! 


CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


Aa Associate of inte 





I Teleph 


and Telegraph Corporation 


The CAPEHART “Shenandoah” 
Huge 20-inch tube for Crystal-Clear picture. Modern 


cab net in mahogany veneers. Symphonic- 5 
Tone, True Capehart value for only $ 
Priced for Zone 1, 


*Includes Federal Excise Tax. 
Warranty and installation extra. 
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ade Mark 


t before 


An Entirely 
New and Different 
Electrical Appliance 
For The Bathroom 
THE 
SENSATIONAL 
NEW 


Reg 


a porte ble ot that ¢ gives 


| the benefits of a professional steam bath 


right in your own home 
id beauty ¢t 


Attractively designed to 
any bathroom. Made of non-rust- 


ng metal with a white baked-on enamel] finish 
i chrome trim. The robe you wear while tak- 
ga ) bath is made of the finest Goodyear 
mildew proof, odorless, heat-resist- 


of and long lasting. 


When not 


tored in the container under 
as is the permanently attached 


nt of water i 
mate 30-minute 


the stool with the 


iround you and you are bathed 
ETTE has the UL seal of approval. 


MORE 


ill that is needed 
team bath. All 
robe draped 
The SAUNA- 


SALES POTENTIAL THAN ANY ELEC- 


rRICAL APPLIANCE DEVELOPED IN YEARS 


INQUIRE NOW 


HOME ACCESSORIES MANUFACTURING CO., 
725 North Church, Jacksonville, Illinois 


CRAWLS On Roller Searings 
up and down steps. 


Everybody likes this 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
ifting . . . no fatigue . . . carries a full 

load safely up and down stairs and 

erawls over obstructions. Your men will 

@ppreciate the Escort truck. 

Ideal For Handling: 

® Refrigerators 

* Water Heaters 

© Ges and Electric Ranges 

© Music Machines 

* Any appliance 


The Famous 














Stevens Appliance Track Co. 


Old Savannah Road, P. O. Box 897 
Augusta, Ga 











“SAFETY-PLATE” 


DUPLEX RECEPTACLE 


EXTRA PROFITS 
FOR YOU! 
From Every 
Home, Office 
and Factory 





Retail List 


Oc 


Send for 


sample dozen Por ieptes ve 
lewis 
GITS “Safety-Plates’’ make it impossible to 
insert objects into electrical outlets. Holds 
loose plugs firmly in receptacle Safety 
Plate’’ automatically snaps closed when the 


plug is removed 


Insert the 2. Turn quor 
plug ter turn right 


Simple to Vustall 


@ Remove old receptacie cover plate 

@ Replace with GITS "SAFETY-PLATE” by us 
ing same single-screw attachment. Order 
from your jobber and be sure to ask for 
attractive, colorful, “Try-It-Yourself" dis 
play 


Mold VES a sion 


4666 W. Huron Street Chicago 44, Iilinois 





DISTRIBUTOR NEWS 





Pritzlaff Hardware Conducts 
Second Merchandise Fair 


Over 2700 dealers and 


during the secor 


» fair held recently 


ardware Co 


hibits ar scainielh 


were set up 


rts Arena 


day fair James Stark, 


} = eaueibediiies 
t B. Lendved said 


E. T. Chalfant, Rogers Corp. son, has been mad 
President, Dies in Canada 


president 
Pittsbur gh, 


salespeople Raub Sup ily Ce 


Raub Supply Co. Opens 
Warehouse in Harrisburg 
Lancaster, Pa., has 
opened a new building in Harrisburg 
containing dern display rooms and 


annual 
by the 
lwaukee ese ce 
by 150 has branches i lliamsport, Pa., and 


ilities. The firm also 


in Mil Winchester 
During the 
sales man- 
1 Electric's heating de 
nd Dal Ex 


onducted z 


Emerson-Midwest Corp. Formed 
With Robbins as President 


apueiers Radi Phonograph Cor 
has organized a new subsidiary, Emer 
son Midwest OTD» to - distri ibute its 
nd northern IIli- 

formerly vice 


lwards of 


products i 
nois. Ch 
president in charge of sales for Emet 
president of the 
new firm. The entire organization and 
sales and office | | ; 

of the Schulman ( 

died tributor in Cl 


He was 


Perry — James Cohan Named Ad Manager 
. For K-R event, Newark 


Jar 


Weekly Contests Help Sweeney 


Celebrate Anniversary 


Glazier Named Advertising Head 
For Reliance Distributors, Inc. 
\be I. Glazier 


is been made exe 


W. S. LAW, left, vice-president and general manager of McCollum-Law Corp., 
Denver, and Robert McCollum, president of the firm, inspect one of the four 
model kitchens in the company’s new warehouse and office building. The 
$300,000 building contains 47,700 square feet of floor space, of which 32,500 
square feet is warehouse space. Shipping and receiving docks can accommodate 
six semi-trailers and three railroad cars at a time. The company was formerly 


part of Auto Equipment Co., 


a firm headed by McCollum. Law was formerly 


national sales manager of the Norge division of Borg-Warner Corp. 
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THE DWW AUTOMATIC 
ELECTRIC WATER HEATER 


For years, customers have 
talked about the efficiency, 
dependability and economy 
of the DWW Automatic Elec- 
tric Water Heater and the 
extra comfort they get from 
the instant and plentiful sup- 
ply of clean hot water. Their 
recommendations are making 
sales for DWW dealers every 
day throughout the country. 
Available in upright and con- 
venient table top models in 
a wide range of sizes suit- 
able for every sized home. 


Top value in efficient, economi- 
cal trouble-free service! That's 
what the DWW trademark 
means to your customers. The 
extra comfort and complete 
satisfaction the DWW Packaged Unit and the DWW 
Automatic Electric Water Heater have given through the 
years have built this fine reputation of dependability. 


PLUS FEATURES OF ALL DWW AUTOMATIC ELECTRIC WATER HEATERS 
Plenty of clear hot water * Economy °* Trouble-free 
performance * Advanced design * Precision engineer- 
ing * Gleaming enameled casing * Upright models to 
conserve floor space, table-top models for extra work 
space * Adjustable thermostats * Extra-thick Fiberglas 
insulation * Underwriters’ approved heavy wiring 
Double extra-heavy galvanized steel tank * Heat 
trap to prevent back circulation in piping * Heavy 
legs for sturdy support * Inlet and drain located to 
offer greatest installation convenience -* Cathodic 
THE DWW BOILER ALL-COMPLETE protection by magnesium rod °* Easily removable 
© PACKAGED UNIT FOR SMALL HOMES porthole cover * Chromalox immersion heating unit. 
: + ene D. W. Whitehead also features an exclusive 
ye anes they aie the DWW baffle at cold water inlet. This prevents mix- 


All-Complete Packaged Unit—a ing of hot water with incoming cold, insuring 
handsome sturdy boiler that fits into ° | d 
alcoves or other small spaces. All consistently even water temperature an 
controls are grouped in front for greater economy of operation. 
easy access. Completely assembled 
and wired at the factory and ready 
for installation, the DWW All- 
Complete ere Unit — 
your customers of economical com- . . 
fortable heat and hot water. This i Nationally Advertised 
rugged trouble-free boiler is also LIBERAL 10 YEAR GUARANTEES 
popular with deolers because it saves ON EXTRA-HEAVY COPPER-BEARING 
time and labor on installation. GALVANIZED STEEL TANKS 
WHEN ORDERED 
WITH CATHODIC PROTECTION 











TIPE 
“ We size FOR Every PURPOSE 


DAWA IRIN EI EVAND) 


D. W. WHITEHEAD MFG. CORP. 607 West Ingham Ave., Trenton 8, N. J. 
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ONE MAN 

inatead of 0 

DELIVERS 
PPLIANCES 


SLIDES 
UPSTAIRS 


oS 


DOWNSTAIRS 








LEAGUE ACTIVITIES 





Rocky Mountain League Holds 
Convention in Santa Fe 


annual fall 
\ Mountain Elec- 
trical League was held in Santa Fe, 
M., last month. Advance reserva- 
for the meeting broke all pre- 
records, officials said. 

yng the speakers were George M. 
resident of the Utah Power 


he forty-eighth con- 


ention of the Rocky 


league 


fornia Electrical Bureau in various 
northern California communities. The 
first showing was in San Jose, with 
others planned for Santa Cruz, Salinas, 
Stockton, Santa Rosa, Sacramento and 
City. Local units of the 
3ureau are also busy furthering co- 
operative showings with local dealers 
at the various county fairs which are 
a feature of the early fall. The San 
Francisco branch staged its Electrical 


Redwood 


and head of the Edison 
te; John E. Loiseau, 
Public Service Co. of 
John S. Skillman of the 


Wonderland Exposition September 
7-14. Outstanding cooperation by the 
armed the public to 
i see many new weapons and electronic 
National Production Authority; A.W. — devices. Scientific shows were supplied 
Peterson of Hotpoint; David Davis, by General Motors and Westinghouse 


national sales mancger of television Electric. The Allen collection featur- 
| for General Electric, and Sam G. ing the “History of Light” was 
| for 


Hibben, director of applied lighting brought West for its first California 
| GOOD DELIVERY! 
| - 
| 


for Westinghouse showing by the Pacific Gas & Electric 

Co. and the Coast Counties Gas & 
Electric. 

Order Today! Practical! 

We have cord sets for dealer handling television participated 

every application... serv- in a TV show d exhibit in the 

ice regardless of quantity. Phoenix (Ariz.) Rollardrome last 


month. The event was sponsored by 


: se | ) ry , ee the two small f 
| : i ae: ° the Appliance Merchandisers’ Assn. of 
eC CRS Ss ae | man of the event 
WIRE & SUPPLY CO. 


$53.50 
2850 Irving Park Road Chicago 18, Il. 


forces allowed 


WHEELS SWING FORWARD FOR LOADING 
BACKWARD TO BALANCE LOAD 


Deliveries are easy... Safe... and less costly 
with an Easload Truck. You 
in and the ap- 


Appliance 


Save the cost of an extra m 


Phoenix Merchandise Assn. 
Sponsors TV Show-Exhibit 


pliance is alway Ise it is Strapped 
ratchet-type 
finish. 
s with 10 x 


e load bal- 


on and cir ( ght with a 


Rochester Electrical Assn. 
Adds Wholesale Division 


The Electrical Assn. of Rochester 
added a wholesale division with 
15 distributors of radios 
and television Har 
old J. Weisberg of Chapin-Owens, Inc., 
is chairman of the division with Eric 
Hall, manager of Westinghouse Sup 
ply, as 


cincher the distributor and 


tes 
nas 


position until 


appliances, 


sets as members 


your Easl 
ANGELES 
, COLSON EQUIPMENT & SUPPLY Co. 


1317 Willow Street @ tre Annales 


’ — vice-chairman 
Intermountain Association 


Holds Annual Conference Kansas City Electric Assn. 


Offers Life Memberships 


As a means of acknowledging the 
contributions and loyal support of 
members who have been active in the 
Electric Assn. of Kansas City through- 
out their business careers, the organ 
ization has established a new form of 
membership for retired members. Five 
retired members have already bee: 
given life memberships in the group 
They include H. S. Woods, H. H 
Kuhn, N. A Nyblad, Harry Scheark 
and E. T. Mahood. 


“National distributors and warehouse for 
ANACONDA Densheath Television and 


(ARYANS | Reie Wire ond Cobies” | 


California 

“What To Do in *52” was the theme 
of the Intermountain Electrical Assn ‘s 
annual the Newhouse 
Hotel, Lake City, last month. 


























conference in 
Salt 





NOW! BECOME EXPERT AT ee of the 


RADIO-TELEVISION 


IN 4 EASY STEPS! 


Complete Self-Training Course in RADIO and TELEVISION 


Northern California Bureau 
Sponsors Model Homes 


A series of model homes featuring 
adequate wiring and lighting have 
been planned by the Northern Cali- 


Prepared by Famous Experts—Starts From Scratch. Takes 
You By SIMPLE LOGICAL STEPS From Basic Theory to 


Advanced Problems of Repair, Installation, Color TV, etc. Lowdown on Contest 


tall ts clearly explained in 

TWO THOUSAND PAGES 

step-by-step instruction and over 

. HUNDRED how-t 
rati cross-section 
* review o* 

and answers “‘nall «dk 

your own ser thing you learn 

And you can train your trouble-shooting 

for our career AT how to diagnose instantly 

. IN YOUR SPARF radio or TV breakdown 

with the McGraw to repair it expertly 

Course in Radio quickly 


a good-paying 


servic ~ 

z+ ae HOME 
te 

retree es | TIME 

H Basic 

and TV e course will pay for its 

m y tim wer. It can fy a 

2296 Pages— yeginner for FCC’ 1 Li 

BASIC 1611 illustrations teat . 


TELEVISION 


er 
an more confidence 
w tricks 


Send No Money 


© examine tt 


men who wrote t 
mplete 4-volume ¢ 
are among the ou 
ng radoand TV 
rs in America 

are practical 
ed technicians 
he «questions 


COPEL ELL t u 
t answered. Every de 





TELEVISION 
SERVICING 


FREE 10-DAY TRIAL COUPON 


McGRAW-HILL BOOK COMPANY, Inc. 
330 W. 42nd St., New York 18 

Send me McGraw-Hill's Basic Course | 
Tv 4 volumes for 1 days a 

r i’ oe book 


qeeeeeeTt 


These 4 books can help you 
qualify for FCC’s New FM, TV 
Ist Class License Test. 


ESSENTIALS OF RADIO, 800 pages, 433 Illus. 


ELEMENTS OF RADIO SERVICING, 475 
pages, 375 itlus 


BASIC TELEVISION, 592 pages, 415 ius. 


TELEVISION SERVICING, 429 pages, 388 
thus 


R. DOUGLASS COOPER, left, vice-president of R. Cooper, Jr., Inc., and R. I. 
Parker, commercial vice-president of the General Electric Co., brief Cooper and 
G-E employees on the ‘’Big-10’ sales booster contest being sponsored by 
Chicago's Electric Association. Ten prizes of $100 each are being offered for 
the best ideas for increasing the sales of ten different products. A $500 bonus 
will be given for the best idea among the 10 individual contest winners. 
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It’s time we got working mad! 





As we listen to the latest insults from 
Moscow, we're likely to get fighting 


mad. 


Instead, we'd better use our heads 
and get working mad. 


It is clear by now that Stalin and his 
gang respect just one thing—strength. 
Behind the Iron Curtain they’ve been 
building a huge fighting machine 
while we were reducing ours. Now 
we must rebuild our defenses—fas¢. 


As things stand today, there is just 
one way to prevent World War III. 
That is to re-arm—to become strong— 
and to stay that way! 


This calls for better productivity all 
along the line. Not just in making 
guns, tanks and planes, but in turn- 
ing out civilian goods, too. 


Arms must come first. But we must 
produce arms at the same time we 
produce civilian goods. 


We can do this double job if we all 
work together to turn out more for 
every hour we work—if we use our 
ingenuity to step up productivity. 


All of us must now make sacrifices 
for the common good. But. we're 
working for the biggest reward of all 
—peace with freedom! 





FOR A FREE COPY OF “THE MIRACLE OF AMERICA” 
MAIL THE COUPON to Public Policy Committee, The Advertising 
Council, Inc., Dept. B.P., 25 West 45th Street New York 19, N. Y. 
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they will use all year to chart reaches dealers as they plan 
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Truok Folding 
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Make EXTRA 
Profits on EVERY 
TV Set Sale! 


PERFORMANCE 


Not Size 


IS WHAT COUNTS 
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Against Lightning Hazards 
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MANUFACTURING CO., Inc. 
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DOUBLE BARREL 
ADVERTISING 


Advertising men agree—to do a complete 
advertising job you need the double effect 
of both Display Advertising and Direct 
Mail 

Display Advertising keeps your name 
before the public and builds prestige. 

Direct Mail supplements your Display 
Advertising. It pin-points your message 
right to the executive you want to reach 
—the person who buys or influences the 
purchases. 

In view of present day difficulties in 
maintaining your own mailing lists, our 
efficient personalized service is particularly 
important in securing the comprehensive 
market coverage you need and want 

Ask for more detailed information to- 
day. You'll be surprised at the low over- 
all cost and the tested effectiveness of 
thse hand-picked selections 


Resuly- 


mie 
| Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 


| wena Publishing Co., Inc. 





330 West 42nd St., New York 18, N. ¥ 
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The Fourth Quarter 


HE appliance and radio trades today are operat- 

ing in something like a vacuum. The prevailmg 
attitude seems to be one of watchful waiting— 

one eye cocked on Washington directives curtailing 
essential materials; the other eye on the public’s 
apathy toward spending. It is interesting to note that 
the slump in business since spring is a phenomenon 
confined almost exclusively to the consumer goods 
field. The capital goods and defense industries have 
continued to forge ahead with no signs of letdown, 
but the whole consumer goods field has felt the impact 
of the slump. We have in effect, therefore, a paradox 
of sluggish business during a period when the 
economy as a whole was operating at all time records. 
Undoubtedly, high prices, high saturation, and the 
stifling effect of Regulation W had much to do with 
the situation. Yet, personal disposable income (in- 
come after taxes) jumped from 197.5 billion dollars 
in June, 1950 to 222.8 billion dollars by June, 1951. 
In the same period of June 1950 to June 1951, per- 
sonal savings in the hands of consumers increased 
phenomenally from 8.9 billion dollars to 21.1 billion 
dollars. In other words, the public’s ability to spend 
has increased some 25 billion dollars during the year 
but they saved some 12 billion dollars which normally 


might have been spent. 

W'! are aware that there has been some improve- 
nent in the sthation during the past month and 

the prospects are for it to become even brighter dur- 

the last the year. It take 

7 in the last quarter, however, to 

The 


public has become inured to war scares and there is 


ing quarter of will more 
than normal buvi 


begin to liquidate the trade’s heavy inventories. 
less likelihood of a concerted rush to the stores, even 
though the news from abroad takes a 
On the 
stimulate buying is the 


Defense Production 


for the 
which might 
announcement by the 
Authority that steel allocated for 
consumer durable goods will be cut back from 70 to 58 


turn 


worse other hand, a factor 


recent 


percent of the pre-Korean consumption for the fourth 
quarter of the year. Copper supplies for consumer 
goods are to be trimmed to 54 percent and aluminum 
These are far more 
drastic cuts than had been anticipated. 


will be cut from 50 to 46 percent 


The surprising thing about 1951 is that in many 
lines production for the first six or seven months of 
the year 1950, which, we 
remember, was the biggest year in our history. 


has exceeded even must 
While 
these increases are confined pretty much to the small 
appliance business, even major appliances are not far 
off the 1950 pace. Refrigerators are off 21 percent for 
the seven months, washers off 14 percent, ranges off 


11 percent and cleaners off 18 percent. Water heaters, 


Se ie oF ag. 72 Acai 4 eae Re ams cm 
aM cae. 3S 
. a 


on the other hand, are up six percent, dryers are up 
61 percent and freezers up 37 percent. In the radio 
field, T'V is up six percent, home radios up 12 percent 
and car radios up 20 percent. In the small appliance 
field, the six months figures show coffee makers up 37 
percent, heaters up 140 percent, toasters 23 percent, 
waffle irons 30 percent, etc. All this means that even 
while goods have not been moving at the expected 
rate, production has not been cut back seriously to 
date. That means that the adjustment to a normal 
supply and demand condition could well be pushed 
up to the middle of 1952. 


JP AVORABLE aspects of the present situation in- 
clude the long awaited relaxation in the Federal 
Reserve Board’s Regulation W. Here again, however, 
the trade’s anxiety to move inventory has led to many 
abuses of the trade-in privilege granted by the Board. 
Trade-ins were permitted as part of the down pay- 
ment, but dealers have been granting excessive trade-in 
allowances, or taking in “phony” trade-ins as a method 
of price cutting. This practice has now been out- 
lawed by the FRB. Other favorable factors are the 
fact that housing is keeping well ahead of the 850,000 
units planned at the beginning of the year. The end 
of the TV freeze, the FCC’s granting permission ta 
5 KW stations to increase their power and coverage 
range, the completion of a national cable hook-up and 
the prospect for better TV programming are all favor- 
able factors in the TV picture. However, industry 
experts estimate that close to 3 million sets are still in 
manufacturer, distributor and dealer inventory, which 
means that it would require phenomenally heavy 
buying to liquidate these stocks in the last quarter of 
the year. Production is down, however, to about 
50,000 sets a week as compared co 180,000 for the same 
period last year and with the materials shortages 
getting worse, it is quite possible that the set supply 
situation may be normal by some time during the 
first quarter of 1952. 

Unfavorable factors include proposed higher per- 
sonal income taxes for next year and the imposition 
of increased excise taxes on a whole list of major 
appliances. 

For the fourth quarter in general, we can look for 
lessening production, gradual liquidation of inven 
tories, a firming-up of prices, seasonal improvement in 
sales, and possible shortages in some lines by 1952. 
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Any customer here you recognize ? 
(Then here’s how to sell ‘em with the Lovell sales talk) 














The Impatient Type 


You'll shift her into low gear by telling her how a 
washer equipped with a Lovell 77 “Instinctive” 
wringer does a week’s wash at once. No long wash- 
rinse cycle. Quick push or pull swings wringer 
into position. 


























The Cautious Type 


You'll take down her caution sign and go full 
speed ahead when you show her how a slight 
instinctive pull on the article going through 
stops rolls instantly on a Lovell 77 “Instinctive” 
wringer. It’s safety without stopping to think! 






































The Gentle Type 


Just tiptoe over and whisper softly in her ear 
about Lovell’s resilient rolls. They’re kind to 
delicate fabrics, and won’t break buttons or jam 
zippers, either. 


The Frail Type 


You'll make her feel strong as a lady wrestler 
when you tell her how a work-saving Lovell 
wringer does 90°, of the heavy lifting. No more 
worries about backaches. 


(Tall PRESSURE CLEANSING 


WRINGERS 


ae Lovell Mfg. Co., Erie, Pa. Also makers of gas and electric Drying Units 


WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER...THE BEST ARE LOVELL-EQUIPPED 


The Finicky Type 


Her sneers will turn to cheers when you talk 
about the whiter, brighter washes she'll get from 
a Lovell-equipped washer. Pressure-Cleansing 
action gently but firmly squeezes out dirt that 
would normally remain in the fabric. 


...and don’t forget to tell 
‘em how I’m built! 


“GUARDED TOP" CONSTRUCTION vives 


housewives added protection. 


POWER ELECTRIC ROLLS with three 
laminations of rubber give right 


cleansing pressure. 


HARDWOOD BEARINGS never need oil- 


ing, won't stain wash. 


SINGLE-LEAF SPRING gives balanced 
pressure. 


ALL-steeL H-type frame prevents 
twisting or breaking. 





























Reflection of a Sales Maker...in a Sales Maker 


_— MIRROR-LIKE piece of metal shown above is the Kelvinator Humidiplate. 
Reflected in it is Kelvinator’s great TM refrigerator-freezer combination in 


which the Humidiplate is used. 


There is no engineering equivalent of the Humidiplate for the production of 


effective moist-cold refrigeration; there is no equal of the Kelvinator TM for 
fine foodkeeping performance. 
These are unqualified facts that every Kelvinator dealer knows and any other 


dealer who cares to, can verify. 


As all dealers have reason to appreciate. the problem of how to produce a 
refrigerator that would never be too dry . . . or never too “wet”... has been a 


tough one. 


Kelvinator engineers solved that problem in Model TM. By the combined 
use of refrigerated walls and a large, separately controlled ““Humidiplate” at 
the rear of the compartment, Aelvinator has made it possible for the user to regulate 


temperature and humidity to a balance-point for the best preservation of moist foods. 


GET MORE cee 


Wg rlaausecatovr 


TUNE IN—ENJOY IT! THE PAUL WHITEMAN 
TV TCEN CLUB ON ABC-TV NETWORK presented 
by Kelvinator and Nash Dealers. See your local 
poper for day, time and station. 


KELVINATOR °* 


THE MOST VALUABLE FRANCHISE 
ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


DIVISION OF NASH-KELVINATOR CORPORATION 


As a result, whether the customer lives in hot, dry Tucson or Phoenix, in 
mile-high Denver, or in the high-humidity areas of the Northwest Coast or 
Southern Seaboard, this completely amazing refrigerator will give her the finest 


foodkeeping ever achieved. 


Model TM has many other features that make its superiority even more con- 
clusive, such as autematic defrosting in the fresh food compartment . . . the big 
separately insulated, separately controlled freezer with its sub-zero temperatures 


and 70 pound capacity . . . the bushel-plus sliding crisper drawer. 


But the magnificence of its foodkeeping performance, alone, is more than 
enough to make women want to own it. And their enthusiasm increases when 
they actually own this beautiful new Kelvinator Model TM and have an 


opportunity to enjoy its superior performance and convenience. 


In this great foodkeeper, Kelvinator dealers have a noteworthy exclusive 
a challenging example of engineering leadership . . . and further evidence why 


the Kelvinator franchise is the most valuable in the appliance industry. 


IN THE APPLIANCE INDUSTRY 


DETROIT 32, MICHIGAN 





